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INTRODUCTION

There are 26 milfion young people between the ages of 18-24 in the United States:

a wnopping 13% of the adult population. They have grown up with their own unique

sensibilities, with more ethnically diverse peers, and in @ world that is changing dramatically

each moment. A list compiled by the facutty at Beloit College in Wisconsin demonstrates how
arastcally cifferent thew worldview is from that of older Americans: They were bomn into a world without Atari

or record alpums. Most have never seen a TV set that stops at channel 13. They do not remember the Cola War and

have no fear of nuclear war

How many of these young people are cumenty volunteering with your nonprofit organization? How many o you
think would volunteer if you used the apprepriate messages and the best venicles to reach them?

Qur assumption going into this project was that young adults wefe not active paricipants in their communities, that
pecple were getting invelved in high school and then tater in life, but nct as young adutts. The goal was 1o fing out what
steps nonprofit organizations could take to get them engaged and involved.

We were excited to fing through our research involving marketing experts and young adults that young people are
interested in getting involved in their communities. (See Appendix One for research methodology.) More often than not,
they are Temendously engaged by the world around them, ang they want to find ways to make that world a better
place. In fact, today's young adults are a natural target for nenprofit organizations because they were raised to believe
that they can make a difference. That's the good news

The bad news is that young acults are not easy to reach. They are a complex group that faces an astounding
array of simufi on a daily basis. Their priorites are distinctly differer from those of their Baby Boomer or older
parents Mest Importanty, young peopie today typically want to get involved, bit they want to do it on their
own terms. They are interested in volunteening, but want to contribure in different, less instiutional ways than
their predecessors.

What coes that mean in your efforts to atract these young adufts? Yesterday's marketing srategies need to be
retnougnt and retocled in order to reach this group. The imperative today 1S 10 develop communications vehicles that
speak 10 young adutts, reach them at the right time and right place, anc tap into their definitions of community and
inveivemen: ,

In this manual. you will find that much of the work necessary to succeed in developing these venicles has been
oone for you. We will telt you who these young people are, what your organization needs to 0o 1o attract them, ang
flow 10 communicate with them.

Communicating with target audiences is about possibiliies more than “nght answers.” We hope that, whether you
work for a small community-based coafition or a large national organization or something in between, you will find
some possibiiies here that will work for you.

%
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-~ There is 2 huge utapped pool of potential volunieers
and social activists in the U.S today: the 26 mifion
young aduks between the ages of 18-24. Success in
reaching young adults requires you {0 rethink your
MESSaQes, your recruitng methods and vehicles, and
your expectations for volunteers. Those nonprofit -
organizations that have found ways to reachand -
attract this group have benefited enormously from
their volunteerism. energy and creativity.

The Busy Lives of Young Adults

Young aduits today are fiercely individualistic, and are

media-sawy [0 a degree never seen before. They

are comfortable with - and bombarded by - the

abundance of technologies that exist today. from cell

& phones to beepers to the intemet. As a consequence.

h - they are also extremely stressed in their everyday
Tves: They also strongly believe that they can make

. the word & better place. - a perfect springboard for

- gemting them ivoved as volunteers.

- naghbom«)da ‘schools, work or religious

institutions —5 essential for many of today’s young

adults. They consider commurity iwolvement to be

a core paft oOf their seff-definiion. Others believe

that their fives are already 100-husy and stressful to

pay much attention to the commurly. They have

hardened themseves, and fiave med inward-to

¢ memismdfam’ﬁes todmact memse!vasfrom the
Iodaysymmgaﬁﬁsamupento%dmg several

: f@?erent ways 1o care, 85 opposed-to earier

" generations who often found one specifc area in -

- whith to make 3 difference. Among the tswesmey

Zfﬁndconmelng are: heakth, substance abuse,

r"ﬁdﬁﬁens issues, the eldefty, viokence prevention, -

anma! fights, and the ermrormmt

':: 'Volunteers VS. Non-llo!unteers

Trere dre severl key o gt yourg s to

intially ~and to retaining them as

e that their time is importan 1o the
success of tie program, getting them 10 seethe -
mﬁ,amdmmmmm
ivolvement canbenelit them personally and.ensuring

Estab@wsgroots within communities — whether ..

That they mdzemeyatemakngamdzmmm o




There are severa easons wity some young adults choose nol to
 volunteer, inchuding being unaware of opportumities, having a fear of
volurieering, and facking the time. Anather key factor s the lack of
voilunteer role models i their kves. Many non-volunteers have very
specific images of volunteers in.their minds, and these-mages stand
n siark ‘conirast 1o the way they wmemsewes :

',Attractmg and Retammg kateers

Begin by selecting and warmlgavmmea cmaorwmse
mission is to coordinate af volumteer efforts.and communications.
Her first-goal is 10 make eadzyoungad.mvomegfeeiasmse
of afffiation with you and your cause, She should establish
fecognition systerms so volunteers feel that their time and efforts

~ -gte appreciated. The Coordinator must also simutate introspection

~among the volunteers to help them find meaning and passion in their

volunieer work.

~ Volunteers must be given meaningful work to do within your
organization. And it is important 10 foster relationships between
voiunteers, as that wilt often be a strong motivator to inspire them
to keep coming back.

Simpify the volunteesing process for young adults. Anymg
“you can do to avoid wasiing their valuable Gme:wil send a strong

message that you care 200t your vmmmdﬂm f}f

needs, Offer a variety of time commitments: tohelp themfit
volurteering into their busy fives, inciuding one-day peqects

. once 3 week projects, ongoing "fit it4n when you can” pm_pus.

Com:Iusmn o |
" There has never D3 ; bester e to engage yowg achs inthe
vital workmngmﬂsafedmgﬂmmm across e country

. and ;m-nme iternships.

- Creatmg and Delivering Your Messages

“Among 3 vanely of messages{ested the one that resonated = .. o~
best with young adults was: "By getting involved in a social cause -~

| know tiat |- can't change:the word, mmmbeanlezomke*
a smai difference n Someone eise’s We." Both volunieers and -

me feel good 10 help others.”

Nonprafit orgarizations feve much o gve back 1o those whe
el involved with them. Whether &'s gaining new friends, new skils, -~
- ‘strategies inchuded in this manual wil hetp you smceed n czﬂnvamg

' orabroadersenseofmeatmgaboutmewond volunteering can

' -mnﬁnemayomgpersmshfemwaysfmomeractwmscm

-+ Of course there is no one key message that will work for every
- organization. The goal is to find-a story or message thal works
~Tor your crganization, amiﬁmmm:;mtetmaﬂcfm
COMMUTICALONS.: Bymaganndajs ‘young people with one
consistent mes%ge.ym’l zeuiomeym brand and be more hkely
1o stand out amidst all the Chatier, - o

Try to:position yourselves as people who have a conmon

passaon. m}her than &S an institution. You can also position volureger CE

workcas being af abots ideas. Today's entrepreneurial young aduls,
more than any other generation, have embraced the power of 1deas.
My nonprofit organizations choose celebrity spokespeopie to

- heighten the profie. of their organization or cause. f you choose to

use a celebrty, look for one who cares deeply about the issues your

 organization is ivoived in. Or consider working with “alterative”
celebrities, such as authors, local musicians. athietes, and
-mw!emagmg actors and aclresses.

“Aless expensive akemative is to find 3 spokesperson who is
an opiaion leader, of an influential young person in your community. If
an influencer is mvolved with or Supports your cause, his peers will
begin to ask him about it. and evertually they too will seek you out.

Choosing Vehicles to Reach Your Audience -

Once you have developed your messages angd Sefected and tramed
your spokesperson, the challenge is to ensure that your messages are

+_ heard by and-resonate with your target audience. This requires using a
- -variety of media and markeding tactics, incliiding symbols such as -

logos, Tibbans of pins, and t-shirs. Use the mass media that appeal o

young adults — cable access and local TV programming, magazines
. -aimed spechically at young people, and postcards., leters and
a newﬁatﬂssanmrecﬂymtrerhmmvmmgmmmman -
average of 23 hours of radio programming per week, 50-use this
“. "+ ymedium 10 feach them with your messages. And of course the
- demet provides @ mukitude of ways 10 feach young aduts, from

dlatromnsarnhweanboarﬂsmlﬁﬂvsande mat..

They are being bombarded concurenty with ofien confusing

. --messages about Opponuniies for amassing grest wealth, about
fjgomngsouafprob#msmdnaspovmytacknfadequa!eheam
non-volunteers related strmg!ymme&mpiesiatenm‘i mak% Lok
"~ possible for nonprofit organizations to cut through the Chtter with
targeted messagesforgemg yowgadnﬁwdvednms and

dnsurance andincreasing viokence,-and-3bout poliics, i is entirely

organizations that are meaningful to them, Using the tooks and -

ymngacmsasﬁfe}mgwdmmas, o



WHO ARE WE TRYING TO REACH?

Overview

* Of the 26 mllllon ]8 24 year ()lds in the U S-. 16% said they had volunteered in the
past vear,

* Young adults today are individualistic, media savvy, and extremely stressed out.

* Young adults view "community” in a variety of ways - as their neighborhoods, the
pvople they know, their religious institutions. their schools. their work, and
their families.

« Today's young people have no clear common causes to rally around, and so are
much more likely to take their own unique approaches to getting involved.

* Young adults are open to finding several different ways to care. as opposced to
previous generations who often wanted to find one specitic cause to believe in.




Nonprofit organizations should barrow a page from the book of
today's for-profit marketers who carefully target their efforts
around “segments” of the population whom they have
found to be more predisposed to purchasing their
products. The more you know about young adutts, the
more success you'lh have at drawing them into your
organization as volunteers.

T

A Demographic Snapshot

There are 26 milion 18-24 year olds in the US. Today's 18-24
year olds are more diverse than the general population — part of a
trend of the changing face of America. According to census
projections. in 2000:

+ 14% of 18-24 year olds are Hispanic (any race); Hispanics

make up 11.4% of the total population.

» 15% of 18-24 year olds are Black; 12.7% of the general

population is Black.

* 4.4% of 18-24 year olds are Asian/Pacific Isiander; 3% of

the generat population is.

According to the census, one-third of men ages 15-24 work
full-time. earning an average of $19,500 per year. Some 23% of
women ages 15-24 work full-time, eaming on average $17,300.
Overail, this age group doesn't have much money. The average
annuat income for akt 15-24 year olds is $7.345, with 20% of them
working pant-time. According to the 1995 census, 36% of women
ages 20-24 had children.

According to the 1999 Current Population Survey, 66%
of 1998 high school graduates went on to college, up from
62% in 1992,

This audience of 18-24 year olds straddies both
Generation X and Generation Y. It is important to
distinguish between the two groups. Gen X'ers
are held by demographic experts to be those
born between 1965-1980, meaning they are
currently ages 20-35. Today's 18 and 19 year
olds are the beginning of Generation Y, a group
known as the Echo Boom or Baby Boomiet
generation. Generation Xers are generally
considered 1o be fiercely independent — they only trust
in themseives, largely because so many of them are the product of

divorce—realistic. pessimistic (they graduated into a recession]. sawvy.

Skeptical of marketing, and looking to create their own definitions of
success. Generation Y is similar, but much more optimistic, more

social and group-oriented, more empowered because of their

computes and Web expertise, and entrepreneurial - 13 year olds
talk of growing up 1o be entrepreneurs.

46% of 18-24 year olds said they had volunteered in the past
year, according to independent Sectors’ Giving and Volunteening in
the United States 1999. Some 28% of them volunteered in the
past month. and they volunteered an average of three hours oer
week. According to independent Sector, in 1998 less than half
(43%) of 18-24 year olds were as<ed to volunteer. Of that group,
87% volunteered. Of the 57% who weren't asked, only 16%
volunteered.

The Busy Lives of Young Adults

While it is impossibie to generalize about an entire genesation of
peopie, the descriptions below have proven true of the many young
people we have encountered in our research.

Young aduts today are fiercely individualistic. This is true of
everything from the brands they consume to the causes they
support. They like to create their own looks, fister 10 their own music,
pursue their unigue ambitions, and Support their own causes.

They are incredioly media-sawy, which makes sense given the
context in which they have grown up. By the time they reach their
late teens, young adults have typically seen over 400,000 television
commercials. They have also witnessed an explosion of innovation,
in areas ranging from music (0 phones to computers. It's no wonder
they tend to be wise to marketing language and wary of
over-hyped products and services,

At this age, young people are stil exploring and
finding out what is important to them. Savvy as
they may be, they do not yet have all of iife's
questions answered. They are stil incredibly
open to new ideas and they want to dabble

and experiment,
Young people today are extremely
stressed out. Odd as it may seem to their
elders — who are juggling full-time jobs, families, and
mortgages - young adults lead very stressful lives. According

According to Independent Sector, in 1998 less than half (43%) of
18-24 year olds were asked to volunteer. Of that group, 87% volunteered.
................................................................................................................... 5




o mes e, 103 rccen New York Times artice, 8
: = racord 30% of college freshmen said
2 they felt frequently overwhelmed by
what they need to do. This is due o
many influences, including:

e+ Overprogrammied lives where every

™7 minute has been planned for them since
they were young,

+ Competing with an increasing number of peers for a finite
number of college slots and jobs (especially those in the
“Echo Boom"),

+ Having an abundance of information at their fingertips {the
ntermet, while it gives them boundless opportunities to learn,
can also be time-consuming, overwhelming and frustrating),

* Being wired as they never have been before {the prevalence
of cell phones, palm devices, beepers, pagers, and walkie
talkies has taken its toll, leaving young peopie feefing lie
they cannot escape from those around them).

The stress in their lives has left young adults searching for
balance at an incredibly young age. Determined not to repeat the
mistakes they have seen their parents make, they are surveying all
of the elements of their lives (family, friends, career, hobbies, health)
and doing their best 1o optimize the equation across all of the
elements. This means figuring out what they're passionate about
and making sure they maxe time for their passions. 't often means
pursuing enirepreneunal careers rather than heading straight for
corporate Amenca. And, yes, for some & means giving back to
their communities.

The good news is that, with all of the stress in their ives, young
people are a very uppeat group with 2 celebratory approach to life.
From a fashion perspective, they are donning bright colors and
fanciful accessories. They are expressing more interest than ever
in traveling the world, and they believe they can make the world a
better place. This. of course, is good news for those who hope to
get this group more involved in civic roles and issues

No central cause has united today's young adults as & group.
Look back to the Boomers, and you '
can poink to the birth of the Civil |
Rights Movement. Vietnam
and the death of John F.
Kennedy. Look to the
present, and you hear
young people talking
about a broad amay of
iSsues.

This presents you with
both a challenge and an

&

o

opporunity. The challenge is that it is difficull to predict the types of
issues that will resonate with young peopke, though we'll point ous
some common themes in these pages. The opportunity lies in the fact
that there are many different ways to appeal to this age group today. If
nonprofits can find the right message, strike the fight tone, and deliver
the news through the night media, you have a good chance of getting
young people interested. You'll find suggestions for doing this in the
pages that follow.

Using This Information: As you think about ways 10 reach young
adults, consider your organization's situation, mission and programs.
What do you know about this audience” Who are the young people
in your community? Are they in college or working? Does your
organization have specific sug-groups or committees that would

be a good fit with this age group? What are the programs that are
most likety to appeal to young people? How can you talk about

YOUr programs in ways that are exciting and fresh? And is there

a way to introduce young adults to the volunteer opportunities

you offer so they can “sample” them without feeling pressure to
commit immediately?

,,,,,,,,,,,,,,,,,

A study conducted in June, 1999 by the League of Women
Voters indicated that just over haff (57%) of young people
ages 18-30 want to become more involved in community
and volunteer activities. To put that Statistic in context, roughly
a third indicated that they do al least occasional volunteer work.
Compare that to census figures showing that in 1996 only
32% of 18-24 year olds voted, as a decline in young voting
continued — a decline that started in 1972, when the voting age
was lowered to 18. The battom ing is that young adults told us
that they do care about issues, and they want to be invoived.
They simply want to express themselves and get invoived in
their own way.

It is partiahy this reasoning that leads young people to be
much more engaged in voluntegring than they are in voting,
in volunteer activities, young people say they can winess the
changes they are making and the effects they are having on
people’s lives. Voting, on the other hand, is often seen as nol
making a diference to anyone except for the politician who is
tryng to advance his or hes career. As a result of this cymicism,
18-24 year olds pay much less attention to national and tocal
poitics. According to Project Voie Smart, only 26% of 18-24
year oids say they pay a lot of attention to national poktics, as
compared to 45% of those over the age of 26.

.........................................




We neard {young acults} define their communities as "somewnere where there Is love,”
'a place where you feel comiortable,” and "where everyone works togathe:”

How Young Aduits Connect with Community

In order to fully understand motivations toward community
involement, i is important to understand the role that community
plays in the lives of today's young people. The focus groups we
conducted helped to iluminate a range of definitions of the term
“commundy,” and also provided perspective on what makes
community important — of unimponant — o young aduks.

While they described "community” in a range of ways, our
focus group respondents were consistent in considering their
communities as places “where | betong.” They connected this
sense of belonging to severa things:

Several respondents pictured their physical environments when
they heard the word “community.” They talked about the
comfortable feeling that comes from having a routine or from
"knowing where I'm going” around town. One respondent put it
succinctly when he said. "My community is my two block
radilrs.” The non-volurmeers were most likely to talk about this
vefy physical, non-emational definition of community. Young
adults with children seemed to feel stronger ties to their
communities. which is logical given their desire to raise their
children in safe, chitd-fiendly environments,

= The people | know
Many respondents were able to extend the defintion of the
commungy from the buildings around them to the
people they interact with on a daily basis. Particularly to
our urban respondents, community is “not necessarily
where you live: it's a network of friends and
colteagues.” These respondents also mentionad
organizations such as their church, school and work as
essential to their communities.

« Wherever | am in my life stage
Several respondents commented that their definitions

of community had changed as they entered new -
This was particularly pronounced for people who still lived n the
communiies in which they had grown up. Generally, they had

life stages. Moving away from the towns in which they were
raised was one of their biggest adjustments, and respondents

had different ways of dealing with this change. Some chose (o
"hang on” to their hometowns as their True communities: One
woman fondly reflected on her inimate knowledge of every
corner and stree! in indianapolis. Others were willing to “adopt”
their new environmennts s their communities.

Young singles were often especialty interested in embracing new
communities. Many of them saw their

communities as & way to meet
new friends, connect with
others, and explore

New areas.

A mindset

Many of our respondents,
particularly the volunteers,
found a deeper meaning in the
word “commungy.” Their definitions transcended people or
places, and were more reflective of an entire state of mind. We
heard them define their communities as “somewhere where
there is love,” "a place where you feel comfortable.” and “where
everyone works together”

These respondents spoke with passion about the sense of
ownership they felt about their communities, telting us “wherever
Fam is my community.” They talked about the importance of a
common set of values, ranging from religion to abolishing drugs.
in short, they seemed 10 have derived their definitions of
community from their own personal vafues, rather than from

any external infiuences. This may be why so few of them
mentioned local organizations — government or otherwise - as
examples of community.

Reaching Out to Those Who Feel Connected to
Communities

Respondents who said their communities were central (o
their lives offered a number of explanations. Among the
simplest was the feeling that "My community is my roots.”

o
5
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developed strong ties and loyatues and had a sincere desire to be
availanle for their neighoors, many of whom they had known for their
entire lives. The League of Women Voters study also found evidence
of this bond, as over 40% of 18-30 year olds surveyed said

they hiad spent time talking to thest neighbors about
issues of concem to them.

Several respondents also spoke of a sense
of shared responsibility with their neighbors. As
one respondent explained, *Sure, | help peaple
all the time. But part of it is I'd want them to
heip me in my time of need.” Other respondents
agreed, highlighting times when their neighbors had
heloed them weather crises ranging from family
sickness to fires in their homes.

The bottom fing is that many of the young people we tatked to
considered community involvement to De a core part of their
seif-defintion. As a result, they constantly made themselves
available to others. One young woman noticed her eldery next-door
neighbor fived alone, and started buying groceries for her. Several
men told stories of the sports teams they created and coached,
out of their love for the sports and in an effort to help local
disadvantaged kids. interestingly, these gestures were so "second
nature” to our respondents that many did not even consider them
10 be volunteering because no one had requited them to the job.

Understanding Those Who Don't Feel Connected
Of course not all of the young people we talked to shared this
mindset. Severat of our respondents were simply more inwardiy
focused and less attentive to others and their needs. As one man
explained, “It's not like | don't care or anything. #'s just that we
alt ve our own lives. They do their thing, | do mine.”
Qther young people simply feft less of a
connegtion to those around them. One woman
summed it up by saying, "This is just where | live.
It just doesn't go any deeper than that.” These
respondents typically told us that they had
chosen to spend thexr time on othef things
beside their commurities, such as friends, family,
or career. They seemed 1o feel that their ives were

already too pusy and stressful to pay much attention to the
commurity. This was particularly true of those who were caregivers,
gither to small children or elderly relatives, because they felt that their
work was already "domg good” for their communities.
Many of our respondents had hardened themselves. and
had tumed inward - to friends and families - to distract
them from the world's problems. Jaded by constant
media coverage of problems and disasters, they had
distanced themselves from their communities as a result.

How Else Do They Get invoived?

Atove and beyond the differing degrees to which young
peaple feel connected to their communities, they have a wide variety
of perspectives on “civic involvement.” There were, however, a
aumber of common themes in what they fold us about involvement.
Happily, the most common definition we heard was “giving freely of
your time.” Several young people spoke of "giving without expecting
something back.”

Some of the people we talked to — primarily the non-
votunteers — defined involvernent as making monetary contributions.
in fact, according to independent Sector. 49% of 18-24 year olds
contributed money to a cause in 1998. Only 30% of those who
contributed were non-volurteers, though. Those non-volunteers who
gave seemed to feel as if by offering some of their own money, they
were giving as much as they needed or warted to.

The other main theme revolved around the difierence between
being proactive and reactive in one’s involvement. The volunteers
with whom we spoke tended to be more proactive. They typically

made the effort 10 find the causes and people they wanted to
help. One volurteer told us she first got excited abowt
volunteering when a friend invited her to help paint
houses one day. "To me,” she explained. “it's al
about outreach. It's about looking for ways that
| can contibute and make a difference.”
She was countered by those who
prefermed to help out only as the need arose.
One man summed it up Dy saying, "If someone’s
right i front of me who needs help, sure, 'l do

i A ¢

‘It's alf about outreach. I's about looking for ways that | can contribute and make a difference”
— 21 year old volunteer, New Jersey.




This is a generation of dabblers with respect (o everything
from brands to careers {0 causes.

& "™ thal Il help someone across the street of give a
we, s IUNGry person something to eat. But | don't go
out and look for stuff to do”

Nonprofit organizations should oe cheered by the news that young
people are excited by a variety of causes. This makes them different
from earlier generations, who often wanted to find one specific area
in which to make a difference. In fact, one of the biggest generational
differences we uncovered was the idea that young people are open
to finding several different ways 10 care. As mentioned earlier, this is a
generation of dabblers with respect to everything from brands to
careers to causes. ft is also a group that prizes individualism - and a
cause ¢an be @ big part of a person’s uniqueness.

in terms of the causes that are important 1o young people, we
heard a broad range of answers from both respondents and experts.
A few examples:

* Health
Health issues, including abortion and AIDS, are extremely
important to young people today. Indeed, this is te first
generation to realize that having sexual relations with someone
may have more severe consequences than pregnancy.
The spreading of AIDS is one of their largest fears.

» Substance Abuse
Drugs, as well as drinking and dnving, are important concems.
Groups such as the Partnership for a Drug-free America and
Mothers Against Drunk Driving have likely contributed to the
awareness of and respect for substance abuse as a very reaf
iSsue among young people today.

Children's Issues

Many of today’s young people have a desife 1o protect those
younger than they are. tssues ranging from child abuse to
education were compelling according to a8 number of our
respondents and expens. Many of our volunteers also spoke of
making contributions to children by supporting local athietic or
after-school programs.

The Elderly

On a similar note. several of our volunteers
talked about their work with elderty people. it
was vitally importanit to show their elders that
they were still important and stifl loved — even i
they were tucked away in a nursing home with fittle contact from
friends and family.

CASE STUDY:
North Little Rock Keystoners

The Keystoners, a program for older teens run by Boys
& Girls Clubs, have a "Paint Your Heart Out” initiative where
they help senior citizens keep their government-assisted
housing up to code. One eldery woman with medical problems
found it difficult to keep her apartment clean enough {0 meet
specifications. A high schoo football player was assigned to
help her clean her apatment every few weeks, after which she
wouid give him milk and cookies and they would chat.
Atthough her family members and physicians had tried for
years to get her to quit smoking, it was this hulking athlete who
finalty got her to kick the habit. The lives of both the football
piayer volunteer and the seniar citizen were improved greatly
Dy their participation in the program, and i ways neither one
could have predicted at the outset.
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+ Violence
As young people witniess more and more
unexpected violence, particularty in tocal schogls,
and see more and more media coverage of
youthi violence, it has become of increasing
concern to them. Several of our respondents talked abot
working with victims of violence or wanting to do something to
prevent more unrest in the future.

Others

A few respondents mentioned other causes
such as animal rights of the environment.
The common thread among all of these
causes seemed to be that young people will

Using This information:
While the facus group
infarmation included in this
bock should be extremely
hefpfud 10 you, it might
be worthwhile to do a
mini-foCcus group in your own
organization. il you already
have volunteers between
the ages of 18-24, ask

them 1o spend a few minutes

tefling you why they chose 1o volunteer. What was it

about your organization, cause, or issue that attracted

them? Have they told any of their friends about their
volureer work; if 5o, have any of their friends become

- . w . E U A
gravitate to whatever causes they can relate to. AN {S‘ b
. volurteers with your organization?

According to the experts, some segments of young

adutts have their own biases toward causes. Marie Claire
Magazine’s issues about rape, abortion, and prostitution are
among their best sellers. The University of linois” most popular
volunteer activities relate to hunger, homelessness/housing, and
heaith issues/hospitals. Causes may even differ between urban
and suburban areas. According to Tony Phillips of Persaud
Brothers, many young aduks in the inner cities care intensely
about refigion and helping disadvantaged kids.

You migttt also want to take a critical look at the issug(s)
that you deal with. Do they fit into any of the categories listed above?
Are they issues that are highly visible in today's media? Are they
causes that would clearly resonate with a segment of young adults,
but not with others? Are there issues that would be of importance to
young people in your area? What is the general level of involvernent
in your community? idertifying these factors will give you a more
focused approach to reaching that segment of young adufts who are
predisposed toward your issues.




WHAT MAKES YOUNG PEOPLE
VOLUNTEERS OR NON-VOLUNTEERS?

Overview

* Young adults who volunteer do so because: they were told about the opportunities,
understand why they need to be involved, have some personal connection to the
cause, believe that getting involved will benefit them personally, and hope to help
other people as much as themselves.

A pood volunteer experience prov rewarding work, life-enlarging experiences,
a sense of affiliation with an organization. clear communications, flexibilit
recognition., streamlined logistics, and a belief that the volunteer’s input matters.

Non-volunteers cite lack of time. a fear of volunteering. a lack of volunteer role
models, and a belief that they don’t possess the appropriate skills as reasons for
not getting involved.




Our research helped us gain an understanding of volunteers, their
mofivations. and what drives them o get involved, While you wil
praably have more luck with curent volunteers or thase who have
volumeered previously, it is equally important to examine the
motivations of those young pecole who choose not to volunteer
While some people wall never voluriteer, their motivations can inform
your work i many ways. Combined with information about thase
who do volunteer, you will have an invaluable resource as you
develop a pan for involving young people in your nonprofit
organization.

Those Who Volunteer

adults volunteer for the first time and what keeps them K=
involved on an ongoing basis. In the words of Tom

Shields, Director, Office of Volunteer Programs for the University

of Minois, “The key thing to remember with volunteers is that getting
them to hetp out the first time is easy: You just ask them. It's getting
them to come back that's the difficuft thing. f it's a bad experience,
there's no reason 1o try it again. There's simply not a lot of extemal
infiluence 10 go back.”

We tested Tom’s point of view — based on the more than nine
years he has been working with coliege students — in our volunteer
focus groups. Our respondents gave us a number of insights on why
they got involved for the first time.

» They were told about the opportunities. Several
respondents wese asked to get involved by a friend or
family member who was familiar with the cause.
Gthers heard about opportunities through local
groups such as a church oF school. Again, of
those who were asked nationwide, 87%
volunteered, compared to only 16% of
those who were not asked and volunteered,
according to & 1999 study by independent
Sector,

+ They were toid why to get involved. Dont underesumate
the importance of having @ compelling message adout what
young peaple can do to contrivute and why it's critical that they
offer their time and talents to the causes around them. Without
this type of message. young adults will see little impetus for
devoting their increasingly scarce free time to 8 particular cause.

» They had personal ties to the cause. The attraction to
snecific issues was often driven by the fact that they could

2 < & elate 1o the causes these orgarizations supporl. Some
_* volurteers explained that family illness had led them to

" cancer clinics; one woman said a friend’s addiction

F 4 spurred hey toward anti-drug programs. A few
. volurteers also mentioned that, somewhere along the
~ way, they had struck up a refationship with a needy
person that they eventually extended into a more formal
relationship with a support organization.

* They believed getting invoived would be heneficial
to them. Volunteers voiced a wide range of benefits they wanted
to gain from their civic efforts. These ranged from creating new
routines and meeting new peopie to building career skills and
getting experience 1o put on their resumes. Several volunteers
told us that volunteering provides them with a way to dabble, to
figure out who they are. In fact, several had identified passions
through their volunteer work, which they had parfayed into
careers such as teaching or nursing. Volurteers delieve that
volunteering is a fun way to spend time. While they acknowledge

that it's a seffish activity for them, in the words of one

volunteer, “it's good selfish.”

« They hoped to help other people as
much as themselves. There was a clear
sense of 3 "volunteer memtality” that
differertiates those who have gotten involved

from those who hiave chosen not to. Volunteers, in

short, seemed to have the most pronounced desire
1o make a difference in the world. They also tended to
be more empathetic than non-volunteers, and more

Gettmg them to hefp out the ﬂrst tlme IS easy You JUS[ ask mem
IU's getting them to come back that's the difficult thing.”
— Tom Shields, University of linois.




As to the question of why young people volunteer on an

While they acknowledge that it's a selifish activity for them,
in the words of one volunteer, "it's good selfish.”

proactive. They were often more idealistic than
non-volunteers, and more fikely to get excited by how
the world should pe.

ongoing basis, there is a much longer list of reasons, many of
which are dlosely linked to factors that nonprofits can control,

Knowing. Voiunteers continued to stress the importance of
knowing about the opportunities that are out there. This
knowledge seemed to be easier to come by for those who had
volunteered in the past. As one woman explained, “you just do
one activity, then you'e in the know. After | did the AIDS wal, |
found I was on all the mailing fists.”

Mindset. The same atiitudes and mindsets that got volunieers
involved in the first place kept them involved over time. We
heard a lot of discussion about how privieged they fet, as well
as how much they wanted 10 help those who have less
Volunteers held these beliefs so strongly that they were
determined to find a way to integrate volunteering into

their schedutes,

volunteers agreed with the woman who summed up her
mokivations Dy saying, "it's just that | iike who | am when
| volunteer.”

* Tangible results. Naturally, many volunteers were

als0 "hooked” on volunteering by the feeling that they were
maxing a difference and helping others in @ meaningfui way. To
this end, many volunteers talked about the charge they get from
seeing tangible resuts of their efforts. imerestingly, only a few
had seen actual facts or comparisons that gave them a sense of
their organization’s progress toward an objective. Frequently they
gauged their "progress” simply by noticing smiles or other
simpie gestures on the part of those they were helping.

It's important to note, however, that one of the primary
differences we noticed between volunteers and non-volunteers
was that volunteers, aithough they appreciated a sense of
progress, felt less of a need to measure their progress or to be
recognized and rewarded for what they were doing. They often
spoke of the need to simply have faith that what they were
doing would make a difference.

Using This Information: Keep in mind that much of what gets
voluriteers to stay involved is within your control. Voiunteers told us
that they were highly ikely to stay involved with an organization if
they enjoyed their first experience with the group. So what is it that
makes for an enjoyable first experience? Much of what we heard
from our volunteers comoborated the experts’ theories. How do the

volumeer opportunities your organization provides match up
with what young adults are looking for in a good
volunteer experience?

Rewarding. Given their desire to help themselves by getting
involved, it was not surprising to hear that volunteers often
stayed involved because they found thelr work to be an
invaluable experience. Some explained that voiunteening had
taught them valuable life skils such as organizational skills and
the aility to work in groups. Others enjoyed the
connection with another person — either another
volurteer or someone they were helping. A few
appreciated the opportunity to reach outside

of thew own worlds and leam about other
people and cultures.

» Rewarding. substantive work.

= Life-enlarging experiences.

This. in the words of one volurteer, is the
feeling that there's “something out there that's
bigger than | am.”

Some used volunteering as a way to pursue
their existing hobbies. Several of the men we
spoke 1o kept their sports passions afive Dy
coaching kids' teams. Finally, many of the
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A feeling of escape. As one man expiained. "i do 3 lot of .
work with chitdren. | do it because it's like going to 8 totaky
diferert world when I'm with them.”

A sense of affiliation with the
organization, Respondents tended to be
drawn to organizations that combined good
deeds with entertainment of social activities for
their volunteers.

A clear understanding of the roles an

organization wants them to piay. It should be noted that .
respondents atso wanted to feel as if they could provide input

on their roles, as well as on ideas to help support the

organization.

Appreciation for their schedules/flexible scheduling.
This is perhaps the biggest factor for today's nonprofits to
consider. Young adutts, though they want to give back, do not
want to feel pressured to contribute on a certain schedule o at
3 certain pace. Rather, they want flexible schedules and a range
of volunteering options 1o suit their time constraints over the
course of the year. Both volunteers and non-volunteers spoke of
the importance of being able to pursue "quick.” easy activities

for busy months, or more extensive activities when they have .

mofe time. And respondents to the League of Women Voters'
survey indicated that the top two things that would get them to
contribute more time to volunteering are "being able to schedule
the activity at my convenience” (63%} and “being able to
do volnteer work at home at my convenience” (55%).

Clear commumications. Many of our
respondents and experts recommended
monthly calendars of events to xeep young
people informed and 1o help them integrate
volurteering into their schedules. With all of
the stresses in their ives, young people
generally welcome any tools to help them be
more productive and plan ahead.

Streamlined fogistics. !l is important to make the volunteenng

orocess as seamiess and straightforward as oossicle. For examle:

i possible, nonprofits should have an office or “home base”
that is convenient 1o most parts of town. If the office is
out of the way. it may be worth providing transportation
services to volunteers, if you can afford it. so they
don't have 10 worry about logistics. These types of
services may be costly in the shon term. but in the
long run they will lixely play a big role in getting, and
“eeping, volurteers.

Reward and recognition. In spite of what volurteers told us
about "not needing to de thanked,” we highly recommend that
you do all you can to make young people feel appreciated.
Reward and recognition programs need not be expensive of
elaborate in order to have the desired effedt. A sincere thank
you note from the head of your organization should go a long
way toward letting a young person know that the time he
devoted was noticed and appreciated. Even a pizza can make a
big impression. The important thing to remember is that most
volunteers don't want to be recognized out of obligation — they
want to be recognized because they enjoy feeling that they
made a difference to someone.

Belief that their input matters. Lastly, today’s young

peopie have an important voice — and they very much want to e
heard. As discussed earfier, 18-24 year oids are passionate
about the causes they believe in. They are also extremely sawy
about marketing and are very entrepreneurial. They are 3

potential source of powerful creative ideas for

nonprofits. The organizations that can make them

s feel their mput is valued, and provide them with

ways to contribute, will likety be rewarded with
their loyafty and boundiess energy.

"It's just that | like who | am when | volunteer,”
— 23 year old volunteer,-Cleveland.



[Young adults] want flexible schedules and a range of volunteering options to suit their time constraints

Those Who Don‘t Volunteer

it is important to realize that there are some young people who wil
simply never get involved, no matter how compeling the need or
persuasive the message. They may alieady have “their own ways”

of giving ack, or may be disinierested in the causes, or may be
overextended and too stressed to give thieir time to anyone but those
Closest to them.

Overall, people are volunteering iess in
institutional organizations. A fair number of young
people don't define themselves as “volumteers”
even though they are highly involved in working
with thetr communities. Some people are more
likely to say that they "help out” rather than
“volunteer.” According to the study by the League
of Women Volers, community engagement s “often
iocalized, personalized and tends to be channeled
through individual and group-based activities rather than
through established organizations.”

And don't assume that ak those in the non-volunieer category cant
be moved into the volunteer category. It is instructive, when
determining how to get young adults involved, to understand what
makes non-volunteers tick. A number of their reasons for not

“"VOLUNTEERING” VS.
“"GETTING INVOLVED"

The Ad Council recently conducted research for a public
service campaign for the Office of National Drug Control Policy
to encourage people to get involved with local drug prevention
effons. One of the key leamings from the research was that
the word "volunteer” is a highly loaded term to some, implying
structured, high-commitment activities and scaring some of
them off. In communications, looser terms such as “get
mvoived with™ or "help” were seen to be more inviting and
therefore more successiu.

voilurteenng are, in fact, the logical opposites of what we heard from
the volunteers with whom we spoke. However, a number of their
thought processes were intriguingly different.

Why They're Not Getting Involved

Qur focus group respondents offered a number of explanations for
their lack of involvement, including being unaware of
opportuniies, having a fear of volunteering, and
lacking the time. While we cannot say that gefting
them involved is as simple as teling them you
exist, there were a number of non-volunteers
=" who daimed they might be interested if they
4 were made aware of the range of available
opportunities, particularly those which fit
o their imterests.
S The majority of the non-volunteers, in fact,
wefe at a loss to say where they might go to find
information on volunteer opportunities. Thew confusion
i 3 definite indication that more, Clearer communication about the
opportunities available to them would go a long way toward
getting them invoived.

+ Lack of time - or a lack of flexidie volunteering atternatives that
fit into their time constramts—was without a doubt one of the
biggest impediments to involvement. As one haggard
non-volunteer remarked in The Wall Street Joumal, "it's only
an hour 8 week...it doesn’t sound like a lot, but there's weeks
when you'd kill for 15 minutes.”

+  One of the biggest issues seemed to be the perceived time
commitment required of new volunteers upfromt. As one of our
focus group responderts explained:

"Here | am, struggling to make my own ends meet. Then | say |
want to volunteer. Then you tell me | have 10 go through all of
these training classes before | can even heip out? That's just
not going to happen!”

«  The fear of volunteerng is another issue, a complex one with
several different dimensions. First, there is the fear of the
unknown. Many of today's young adults have grown up under a



regime of crowded calendars, multi-tasiing parents, and days
that are scheduled to the minute with activities with known
outcomes. Not surprisingly, this comext tends to color their views
anout the activities in which they participate as young adults.
These is also the fear of attachment. They worry about getting
attached to an elderly or sick person who might die, o to a
child who will grow up and not need their support.

«  We heard numerous comments and questions about how the
process might work. Several respondertts wondered how long
volunteering would take and how often they'd have to go. Others
worried about what they would physically do once they showed
up for their projects. "Will | know what to do and when?"
lingered in the air as respondents tried to get their arms around
an activity that did not fit neatly into other aspects of their lives.

Distinguishing Characteristics of a
Non-Volunteer

One of the differences between volunteers and non-volunteers,
which may help to explain the latter group's mystification about
volunteering, is the apparent lack of volunteer role models in
non-volunteers” lives. The volunteers with whom we spoke made
countiess references to family, friends, or co-workers who had
“nudged” them to get involved. Non-volunteers, in contrast, did

not typically have any close colleagues who were actively involved in
8 cause of any kind. As a result, there was no one to tum to for the
"real answer” to their questions, or to show them the ropes. This
underscores the impontance of good training and mentoring
programs,

Perhaps related to their fears about how the
volunteer process would work, non-volunteers
faised concerns about the perceved lack of
organization on the pan of today’'s nonprofits,
There appeared 10 be a significant fear that
nonprofit organizations are either buried in
layers of politics and bureaucracy or are simply
disorganized. They seemed to feel that they could
not afford to get involved with an organization whose
structure might create unnecessary time commitments that
would weigh them down.

The fear of "pureaucracy” &5 something we hear a great deal
apout from young peopie ~ and this fear is not litmited to nonorofits.
Bureaucracy is mentioned as a disincentive
ggainsl everything from porporate TP y Ao
jobs to mass-marketed orand IS Ty
names. In short, today’s young SoeTY
people tend to He far more
fesponsive 1o small, nimbte,
creative, and locally reievant
organizations.

Non-volunteers often had a different
mindset than volunteers, and their views of the world fed them to
different conclusions on the importance of being involved. Some
simpty felt less responsible to their communities, or were comfortable
that they were already giving back in other ways. As one man noted,
"My company is one of the biggest employers in town. So that's my
way of giving back. | employ people!”

Some had a more significant need to be recognized and
appreciated for their efforts. Unlike volunteers, they were umwiling
to devote their time to anything for which there woutd be no
guaranteed payoff

Sorme non-volunteers appeared to subscride to the idea that
they could compress their volunteenng efforts into one chapter of life,
as opposed to making volurteering part of a fifelong pattern. As 3
resut, they seemed 1o feaf that they had “done their tme” at some
point — usually in high school, when many Studertts are required to
volurteer - and there was no need to continue trying to fit

volunteerng into their busy #ves.

Perhaps most dramatically, many non-volunteers
seemed to have very specific images of
volunteers in their minds, and these images
stood in stark contrast (o the way they viewed
themsetves. As a resutt, they reasoned, they
were not cut out to be volurteers. Some
non-vohunteers, for example, ascribed ulterior
motives 10 their volunteer coumierparts, caling
them "people who just want to look good.” As one
woman explained, “that’s what | think of people who
volunteer all the time, and | don't want to e perceived that way."

Some people are more fikely 10 Say that they "hefp out” rather than "volunteer.”




(Non - volunteers) failad to see the "selfish” aspect of involvement,
and could not see any personal benefit to devoting their time o volunteer effarts

Non-volunteers also sometimes envisioned volunteers as
martyrs, who would “rather give than receive.” They failed to see
the “selfish” aspect of involvernent, and could not see any personal
benefit to devoting their time to volunteer efforts.

Finally, many non-volunteers thought of those who
were invoived as nothing short of saints.” Not surprisingly,
these people tended to sell themselves short, believing
that "'m not good enough” to be one of them. For
exampie, one of the key findings for the Ad Council's public
service campaign for Save the Children, which targeted
potential mentors, was that people believed they needad spedial skills
to be a mentor. The mistaken belief of many potential volunteers that
they didnt possess those skills prevented them from participating.
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Non-volunteers tended to be almost overwhelmed by the scope of
the world's problems - and underwhelmed by their own abiiity to
make a difference. imerestingly, several of the non-volunteers with
whom we spoke had a strong desire to help. But they seemed to
have writtent off volunteering as a part of thex lives because they
were worried that once they qot started, they would never be able to
give enough. Like many in their generation, they have Striven to avoid
letting others down.

Volunteers had the same desire. but they Seemed to have
less of 4 feeling that they would have to solve all of the worid's
probiems within an already crowded work or school week. They
were also more wiling to take it on faith that their efforts were
making a difference.
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Using This Information: When we talked about the
volunteering process, mary of our non-volunteers geared their
comments around the theory that “an hour isn't going 10 be enough.”
As one man explained, “The amount of time | have to give is
never going to satisfy an organization, and it sure isn't going
to be enough to make a difierence in anyone’s cause. ! just
don’t want to feef the guilt of letting someone down.”
Before you give up entirely on large groups of potential
volunteers, consider ways to assure them that even an hour of
their time can make & difference in the hves of the people you serve.
How can you prove to skepticat young adutts that they can have
an impact during the limited time they have to volunteer with your
organization? How can you convince them that they have the exact
sills/abilties/potential that you are seeking in a volunteer?

Also, take a good objective Iook at any barriers within your
organization or volunteer structure that might add to the fears and
insecurities of non-volunteers. What can be done to remove those
bamiers, making it easier for you to attract a broader range of
volunteers?

Given the myriad reasons for nox volunteering howeve, it is
important to realize that there are some young adults who wil
probably never get involved, no matter how compelling the need
o persuasive the message. So once you've exhausted all your
strategies for drawing in volunteers, let go of those who repeatedly
decline to get involved.
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HOW YOU ATTRACT VOLUNTEERS

Overview

« Appointing and training a volunteer coordinator who is in charge of all volunteer
efforts and communications is key to a successful program,

* Volunteers should be instilled with a strong sense of affiliation with yvour
organization and cause. and should be recognized and rewarded for their efforts.

* When you're thinking about the types of work that need volunteers, don't be
afraid to think big.

* Your process is as important as your product  think through yvour entire volunteer
process and try to see it through 18-24-year-old eyces.

» Offer voluntecers as much flexibility as pns‘:.!hl(' with opportunities to volunreer
ranging from one day to once a w eek to “fit it in when you can.




Before you begin the hard work of finding and attracting young
peopie as volurteers, you need (o make sure that your
organization is prepared to handie them as they come

through the door. Everything we've teamed from both
voluntears and our experts tells us that this is no small piece of
the suzzle. in fact, it may be the key piece when it comes to the
question of how 10 et volurteers to come back after their first time
working with you. As for-profit marketers would say, this is all about
building customer loyatty ~ creating committed young people who
want 10 come back and suppornt your cause again and again.

Setting Up Systems That Work

The Volunteer Coordinator
One of the most critical steps, according to the experts, is to appoint
a Volumeer Coordinator who has been carefully selected and trained.
This person’s mission is to coordinate all volunteer efforts and
communications across your enterprise, Typically, he o she
will be the first "point of contact” a volunteer will have
with your organization. So he or she will figure heavily
in the areation of first impressions. The Coordinator
will also e volunteers” key liaison to your
ofrganization throughout their relationship with you.

As a result, t's imperative that the Coordinator be
organized to a fault, be respectful of the volunteers,
and be aware of and sensitive to their needs.

Once you have a Volunteer Coordinator, there are a number of
issues you'll want to have her mull over. First, she should be charged
with giving every volunteer a sense of affiliation with you and your
cause. The goal is to make young people feel iike part of your
organization. The Coordinator will achieve this goal primarily by
Setting up an accountable communications system with the
volunteers. She wilt ideally cafl to remind them of big events,
and check in with them if you haven't seen them in & while.

More imponantly, she will be vigilant about returning their calls
within 24 hous.

The Coordinator should also come up with a plan to
give volunteers a sense of achievement. While our
respondents were varied in their opinions about how
important it is 10 see tangible signs of progress, i
cannot hurt to come up with simple benchimarks
to measure how far you — and they - have come
toward meeting your goals.

The Volunteer Coordinator should also put a
variety of recognition systems in place. Though
the young people we talked to were sometimes
reluctant to admit it, i is important that they feel their
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time and efforts are appreciated. Often they will get this
feeling of appreciation direlly fror the people they have
come to helo. However, a few well-imed thank you's in the
form of anything from thank you notes to pizza parties will
De an often unexpected bonus o them.

Finally, the Volunteer Coordinator should facilitate reflection
among your volunteer forces. The goal here is to held young
people redlize what they have iearned in their dealings with you, to
make it mean something to them. One of the pest ways to do this
may be to offer a feeddack mechanism to Collect volunteers’
reactions at the end of each experience. This feedoack, whether
oral OF written, can alert you 1o problems as welf as getting your
volunteers to think dack on what they've experienced.

If the Coordinator is able to stimulale this type of itrospection,
she will likely bind young people even more intimately to your cause.
They will likely realize that they have developed a passion for what

they are doing

One of the other reasons for having a Volunteer
Coordinator is to make sure your volunieers feel well
taken care of from the moment they Cross your

threshold. As Tom Shields from the University of

Winois explained, “You just don't want to treat

volunteers as free labor. They don't want o feel
taken for granted.”

Better Ways to Involve Your Volurieers

There are several steps you can take to Create an appreciative
atmosphere for your volunteer team. Consider sponsonng new
member orientation sessions to acclimate new volunteers to your
organization. The orientation can serve as an opportunity for current
and prospective volunteers to get to know each other.

This type of session also gives you the chance to ask new
volunteers how they want 1o get involved. You can distribute a simple
survey that ksts the different ways to participate, and as<s them to
rank their top choices. This gesture, even i you're not able to

meet every volunteer's needs, will provide them with an tmportant
sense of control.
Try to offer periodic orientation sessions
to your young team. They'l appreciate the sense
that their development is important o you.

) (f course, & of the orientation sessions
_( mmease N the worlG wON't get you an all-star volunteer
: team if you're not able to offer meaningful

roles to the volunteers who come to you.
Studies have shown thal young people who
choase to get involved generally seek out the most
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supstantial roles they can find. As one of our respondents explained,
"i don't have that much free time in my week so, of course, } want
to use those extra hours to do something
imporart. Why would { want to use the
fime o photocopy or cobate™
So. when you're thinking

about the types of work that need
volunteers, don't be afraid to think
big. i you're woried about giving
= someone too much responsidility

before he has proven himself, consider

offering volunteering mtemships at your office.

This will allow you to “test the waters™ with & new person and
determine whether his skils are a good fit with your needs. If you're
concerned that your organization aone cannot offer enough "meaty”
opportunities to atract young volunteers. consider partnering with
other organizations to create joint projects.

You might want to think about increasing the number of young
adults who sit on your board of directors or ont commitiees. You send
3 sirong message aout valuing volurteers when former volunteers
are named to sit on the governing board of your organization, and
are given a say in how your organization is run. The bottom line i
that your best bet for attracting talented young people is offering
them projects that challenge them and allow them to grow.

It's also important to create connections between your
voiunteers. After afl, many young people are looking for ways to
connect with others with whom they have samething in common.
You should do everything you can to facilitate these relationships,
as they wil often be one of the strongest motivators to get your
volurteers to keep coming back. Make sure to offer & range of
social opportunities for your volunteers, as this can go a long way
toward maintaining the momenm of your program.

EXAMPLE: Volunteers Take Charge

In October 1997, four students at the University of fiinois were
in the mudst of planning extensive activities for a Hunger &
Homelessness Week when they heard some disturbing news.
A focal shelter for homeless men was shut down when a
comractor discovered asbestos in the basement. The men
were moved (o a fadility without showers; the nearest showers
were one mile away. Rather than dropping their commitment o
the Hunger & Homelessness Awareness Week, the University
Students increased their commitment to both priorities. The
Students drove a van {0 the shelier every moming at 6:00 to
transport the men back and forth (o the showers. They also
began an emergency clothing, food, and toiletries drive. They
continued this schedule for four weeks, through midterm
exams, until the shelter re-opened - the week before Hunger
& Homelessness Awareness Week,

“The Process is the Product”

One of the most imponant things to understand about young
adults, according to Wieden & Kennedy's Claire Grossman, is that for
them "the process is the product. That's why you have
someone fike 3 Priceline.com who can come
along and create a whole new market for
something as basic as airine tickets. Because
they're tuming the purchase process on its
head - which makes it a whole new, much more
appeakng product.”

What this means for nonprofits is that you must think carefully
about your process, 10 try 1o view it through the eyes of your
18-24 year old target. i fact, one of the more meaningful projects
you may wish to offer a volunteer is the opporunity to participate on
a "process feview” team. The team would be charged with thinking
through your entire volunteer process and coming up with ways to
make it better.

All of the orientation sessions in the world won't get you an all-star volunteer team
if youTe not able to offer meaningful roles to the volunteers who come to you.




"For fyoung adults], the process is the product * — Claire Grossman. Wieden & Kenneay

The “process™ is everything that happens—from signing up
volunteers to getting them to the events to completing the events.
Among the topics the team should discuss are recruiting, new
volurmeer oriemtation, staffing and assignments, volunteer
communications, logistics of getting to and from volunteer
events, evaluation and racking mechanisms, and reward
and recognition.

With every step of the process, the team should discuss ways
to make the logistics a cinch. Event logistics probably deserve
special attention, as volunteers and non-volunteers alike were
extrernely sensitive 10 the demands of their overy crowded
calendars. By doing a8 you can to keep volunteers’ time productive,
you will send a strong message that you care about your volunteers
and understand their needs. This may mean holding events in central
locations or even prowiding transportation for those who need it.

Flexibility

More and more. today's young people are begging for — even
demanding - flexioifity in their fives. They demand it from friends and
employers, and they will surely demand it from you. The rationale is
that they are giving you their most precious resource — their time.
The least you can do is grant them a bt of leeway in how they allo-
cate their time.

So. when you're reviewing your process, taxe a hard look at
the array of options you offer to your volunteers. Then make sure
you are offering a variety of ime commitments to help young people
fit volunteering into their lives. For example, it would be ideal for
you 1o offer:

e NOTES oo oo

+ One day projects
+ Once a week projects
+ Ongoing “fit it in when you can” projects
+ Pan-time internships
You may also wish to think about how,
¥ if at all, you can incorporate the Web into
your volunteer processes. There appears to
be @ new, growing trend toward “cyber
volunteening™ which, while it may not fit with your
every need, may allow you to attract volumeers you would not
otherwise have attracted o your cause. For example,
impactOnfine.com is a virual volurteering site that lists projects
that can be done on the Intermet, and provides finks to the
500Nsaning organizations,

Using This Information: Once you've created this amay of
options, it is vitally important that you “make the contract clear” to
your volunteers. Essentially, you want to et them know what you
need them to do in what period of time, and what they can expect
from you in retum.

Of course, let volunteers know that youTe always open to
expanding their roles, should they so desire. Encourage them to
form committees around issues of interest to them, and to play
off each other’s strengths, in that way. you will create the uitimate
flexibility for them and. in doing so. will be granting their number-one
request. If you can do this, you wil atract an ambitious group of
volunteers and. hopefully, you'll retain their loyalty over time. That
is perhaps the greatest definition of success.




HOW TO DEVELOP A
COMMUNICATIONS PLAN

Overview
X
* Develop messages that resonate strongly with young adults. Be direct and candid,
be personal, stay focused. don’t preach or patronize.

* Consider a spokesperson - a celebrity, a “real person,” or an opinion leader - who
has credibility and influence with young aduits.

* Create a plan to ensure that vour tarpet audience hears vour message. Consider
using local media. national media. direct mail. the Interncet. and unconventional
marketing approaches to reach young adults,



Once you have systems in place for using and retaming young
people as volunteers. it is time to create a plan for communicating with
them and attracting their atention. There are Countless ways o make
your organization more apoealing to young people. in this section wel
talk apout the primary issues most marketers think aoout when
planning their communications:
* How to position the product/service
 What types of messages to send
= How, if at all, to incorporate spokespeople
+ What media to use
Howevey, there are a few important things to do before you start to
think about your communications plan. First and foremost, it's critical
for you to pe clear about your objectives. This is often much easier
said than done. Only once you have set a core team in place and
determined what your organization is trying to accomplish can you
clearly convey that mission to the people you are trying to attract as
voluriteers.
This clarity of mission is critical (0 today’s young adutts. After
all. if they're going 1o give you their ime, they'l want to
know exactly what purpose their efforts wil serve.
They'l be curious to know about any benchmarks
you have created to measure progress against
your goals.
Young peopie are also likely to be
impressed by an organization that knows its reason
for being decause. by stating exphicity what you
stand for, you show them your passion for that very
specific cause. As previously stated, passion is
extremely powerful in appealing to this generation.
After you've determined your odjectives, it's important to craft a
strateqy to meet themn, and to identify the roles you want volunteers to
play in implementing that strategy. Again, this sounds obvious — but
every would-be volunteer who's had the experience of arviving to help
out and getting no clear sense of how he could hefp or when
he would be needed will understand the importance of this point.
Many of our experts also recommended indluding young
peaple as advisors to and managers of your planning process.
This may be one of the most effective technigues you can implement,
and it's something nonprofits of all sizes can take advantage
of immediately. You're liely to be pleasantly surorised by young

neoole’s energy. positive outlook, and creativity.

Last. dut not least, don't ignore for-orofit organizations as
teachers. Like you, they are competing vigorously against one
another for whatever attention they can get iroT: a very
time-strapoed audience. Their marketing tactics. while geared
around increasing market share rather than creating sociat change.
can often be instructive and inspirational. So don't hesitate to glance
at the business and marketing press, and talk 1o your for-proit
colleagues. You're likely to find countiess good ideas and examples
that you can apply to your own efforts

Positioning Your Organization

When for-profit marketers develop communications plans, they
typically begin with the question of how to position their products
and services — how to make their products stand out in a crowded
marketplace. A product’s "positioning” is supposed to give consumers
a clear sense of how the product is different from, and presumably
- superior to, &l of the other products they have 10 choose
- from. Once they have agreed on how to position their
products, marketers try to incorporate that positioning
in all of their advertising andcommunications
efiorts. In a perfect world, the consumer hears a
consistent message from many angles, and thus
gets & clear sense of why he or she should buy
the product.
Nonprolit organizations can adopt this technique as
well. The national organizations among you probably
already occupy a "position” in consumers’ minds. This
position can be molded or adapted, with some focused
communications. New or smaller organizations tend to start out as a
blank slate in consumers’ minds. To the extent that you have the
opportunity to position your organization. our research uncovered a
nurmber of platforms that should resonate with young people.

Messaging Strategies for Volunteers

We exposed our volunteers and non-volunteers to a series of
potential postioning Statements on engaging young adults, several of
which resonated strongly with them. {See Appendix 2 for 3 complete
list of the positioning Statements.}

The statement that got the best response from young people was
"...I know that | can't change the world, but | might be able to make a small difference

in someone glse’s life”
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The statement that got the best
response from young pecple was:
"By getting involved in a social
cause, | know that | can't change
the worid, but | might be able to
make a small difference in some-
: one else's life.” This makes perfect
» sense, because the statement frees
young people from the pressure to take
on afl of the word's problerrs. It instead points out the value of
“small” contrioutions. Volunteers had several reactions to this statement:

* "This is right on. After ali, if everyone had to change the
world, we'd never get started ”

« "li you didn't think this, you'd get flustered and never
just dive in.”

+ "I don't have to change the world — I'm motivated by
just the smile.”

* "You can't look for instant rewards. That's not what
volunteering is about. You just have to have faith.”

« "This is a reatly motivaling statement. ft gives you permission
to try, without worrying about failure.”

Another well-received Statement was: "t makes me feel good to help
others.” Both volunteers and non-volunteers found it to be a powerful
idea. Volunteers commented:
« "This is just a fact. I's the most basic reason you volunteer.”
* “It's importart to feel good Dy just showing up!”
= "Making you feel good is an end product of making others
feel good.”

Non-volunteers chimed in as well:
« "This speaks 10 the idea of ‘doing & from the heart.’ | lixe this.
It makes me feel as i people’s intentions are pure.”
+ "It's hard 1o say why | like it. | guess it just makes me feel
warm and fuzzy.”

"I have been fortunate in life and would like to give to others who are
less fortunate,” was also kked by our respondertts, particulary the
volunteers. Many of our volunteers or thexr families had overcome
personal hardships, which made them value what they have today.
Among other things, we hgard about immigrant parents and relaives
with debilitating diseases such as cerebrat palsy. Our volunteers’
personal experniences often influenced their favorite causes. One
woman whose father was homeless and mentally ill spoxe of her
desire 10 help buitd shefters fox those in need. Another who had been
stalked in her teen years wanted 1o work to stop others from

7

,@o..;_.__suﬁering the same fate.

The cther message idea that appears to be guite powerful is
that nonprofit organizakions have much to give back to those who
get involved with them. Whether it's gaining new friends. new skills,
o a broader sense of meaning about the world, volunteering can
contribute to a young person's life in ways few other activities can.

0f course not all of these positioning ideas will work for every
organization. You may feel somewhat constrained about how
complex your positioning can be depending on your organization’s
outreach strategy. The key is Lo find a story or message that works
for your organization, and then incorporate # into all of your
communications. By coming at today's young people with one
consistent message. you'll reinforce your brand and be more likely
to stand out amidst all the cltter.

Using This information: Here are some ideas, in addtion 1o
those above, for positioning that our experts developed:

+ Try to position yourselves as people who have a common
passion and rally around a cause as people, rather than as an
institution. Young adults are much more fikely to gravitate
toward small organizations and peopie they can connect with
than to large and {in their mind) nameless, faceless
organizations. L arge organizations can get around this by
setting up smaller programs or task forces within their
organization.

« You may decide to emphasize certain volunteers and the

comributions they've made, and (o pOSIION your organization

around them. You might choose to ask the question, “Who is

a volurteer?” and use @ campaign to answer that guestion in

a series of different images or vignettes. This tyoe of

positioning can de quite effective at dispelling some of the

false images non-volunteers have of their volunteer

Counterparts.

You could also position volunteer work as being all about

ideas. Today's entrepreneurnial young aduls, more than any

other generation, have embraced the power of ideas. They
have learned that having the right idea — and assembiing
people 1o bring that idea to life — can make someone very
successful. ‘

If you choose to adopt this “idea” positioning, you coutd use a

series of simple vignettes o show how one or two pecple

made something happen just by acting on an idea.

+ You can also develop & postioning based on the mission of
your organization.



Give them the facts and the whys ang ket them make their own 0eCisions

VIGNETTE: Eddie Armstrong

Eddie Amstrong was only seven years old when his mother
fled an abusive refationship, taking him and his younger brother
fiom Memphis to 8 public housing project in North Little Rock,
AR. When he was 10, he joined the local Boys & Gins Club.
He told the staff that his housing area was in lemidle shape
and, when he was 17, one of the staffers recommended

that he write & gran proposal. Eddie’s proposal gamered

him $25.000 from the Department of Housing and Urban
Development 1o "restore and enhance” the parks and
playgrounds around his building. i 1 998, Eddie was awarded
the Boys & Girls Ciub's Youth of the Year Award, which carried
a schotarship stipend of $10,000. Today hie is majoring in
potitical science at the University of Arkansas and aspires to
hold poftica! office.

+ You can test potential positioning(s) by discussing them with a
group of young peopke — currert volurkeers for your organization,
or non-volunteers you might be trying to aftract.

Do’s and Don’ts of Creating Messages

Once you've agreed on how to position your organization and cause,
what do you need to think about with respect to the actual message
that you send? Young adutts who viewed a sefies of PSAS in our focus
groups responded favorably to humor, music. meaningful content and
positive, actionable messages. They are also fooking for messages that
show cause and effiect or a sense of accompiishing goals.

While we can't prescrioe the perfect message for everyone, we
can suggest some Quidefines 10 keep in mind as you're crafting and
delivering your message. The following suggestions are based upon
our respondents’ reactions to messages we tested.

« Be relevant o your target market. it probably goes without

saying that if your message has no meaning to them. 4 will
fall on deaf ears.

« Be direct and candid with young pecple. After all of the

communications they've heard and seen. they tend to tire
quickly of messages that are not honest.

« Be authertic in your messages. Do not ry to be something
you're not of try to be al things to al people. Marketers often
use real people with real stories to contribute some
authenticity - and young people tend to be quite receptive to
their messages.

Let them decide. The most effective ads today tend to make
young people feel as if they made a decision. For example,
Kristen Volk and Kevin Fay, who did the strategic planning
work for Volkswagen's Jetta advertising, used this prnciple
and created a highly successful commercial {(where two
young men cruise around town, pick up a discarded armchatr,
wiinkle their noses, and discard the chair). These ads don't
tell younig people what to do. Instead, they gve them the
facts and the whys and let them make their own decisions.
Be personal. Effective communications also tend to adopt
more of a personal than an institutionai tone, as mentioned
earlier. Whether by telling one person’s Story of simply by
avoiding references [0 "organizations™ of *associations.” these
messages are generally better received by their young

target audience.

Stay focused. The most effective tone in the word gets lost if
a message is too broad or confusing. Given all of the stimul
in their lives, young people typically have no patience for
anything bt fasex-sharp focus. Your message should be as
specific and as clear as possibte.

Be true to yourself. Be true to your brand and your vahes. If
Nike suddenly siarted to advertise itseff as a manufacturer of
dress shoes, consumers might wonder what was going on.
But of course Nike hasn't changed the core message of its
advertising. The company has done very welt by sticking with
" Just Do 1" and maintaining that brand message over lime.
Make it easy for young people to learn more about your
organization, Ideally, communication materials should tel
young people what you need them to do. -, g%
and should also provide them with & way

to leam more i they 5o desire. This can

be done by providing a kocal phone

number or address, a toll-free number, or
Web site, These days, many nonprofits repon
that their Web sites are their best sources for futfiling
volunteer requests.

(!




» Don't wy to mimic young people’s language. uniess the
nerson delivering the message is also from that age grou.
They tend to see right through adults who try to use slang in
hopes of aopeafing to them.

Don't preach or patronize. Young people don't want to hear
your opinions. but they do want you to give them facts.

Don't over-promise. Young people can see nignt through it.
They would much prefer that you “tell it like it 5.

Statistics, while they can provide important evidence to
suport your story, should be used sparingly and never in a
vactium. Most youth marketers have found that a combination
of facts and emotions work best when talking to young
people. Indeed, the facts are important 1o give them a sense
of the situation and why 'S important that they get involved.
But numbers and statistics can make people’s eyes glaze
over, and it is the emotion that typically bangs your story to
life. But be careful: Young people tend to resent marketers
who attempt to manipulate their feefings. This may be
because they generally have stressfut lives. and are dealing
with plenty of their own problems. In fact. several of the
volunteers and non-volunteers protested that some of the
Public Service Announcements they had seen

made them feel guity and heipless rather
than empowering them to do something.

Delivering the Message

You've got the positioning, and you've crafted
the message. Now who should deliver the
message on your behalf? One of the common ;
elements of today's for-profit marketing plans is the use
of sookespeople. Many for-profit organizations have identified
spokespeople as a way of making themselves stand out in the
crowd, and there's no doubt that they are right in that assumption.
Whether paid spokespeople are always the best use of marketing
dollars, particularty when your dudget is imited, remains inconclusive.
Much depends on the type of spokespeople you use — celebrities of
non-cetebrities.

Celebrity Spokespeople

As the more expensive of the two options, celebrities offer a number
of benefits. For those who can afford them {and sometimes they will
WOrK with you for free), celebrities bring instant recognition and can

heighten the profile of your organization or cause. The caveal,
particuarly in the nonorofit wortd. is that celeorities must have a
credinle connection with your cause. |f this connection is not there,
young oeaple are fikely to becoma more cynicat aout your
Organization as a resutt. They are well aware of the high prices
celebniies command. and may well think you have "bought” 2
meaningless endorsement.

We've also seen that, while celetrities are incredibly anpealing
and interesting {0 young people, consumers today are often just as
likely to respond to “real people” as used by Delia’s (a gids clothing
catalogue) and The Gap in their marketing and advertising materials.

Celebrities also have very crowded schedules. Many are already
overextended with brands or causes, and typically don't want to dilute
their images by standing for too much.

You might want to keep your eyes open for celebrities who have
spoken openly about having experience with of who care deeply
about the issues your organization is involved in. It is much easier to
aporoach a celedrity who has a natural affinity to the work you do or
whose life has been touched by the issues you are concermed about.
One option, for those who wartt a famous spokesperson without a
top-tier price tag, is to consider working with “afternative” celebrities

such as authors, local musicians, athletes, and new/emerging
actors and aciresses. These peopie tend to have more
to gain in lerms of the beneficial PR they receive by

supporing a cause and, interestingty, you may find that
they create more of 3 buzz than @ mainstream Celebrty.
Several urban marketing companies have found
W success by tappng into athletes, particularly extreme
athigtes, and musicians. Both groups appear to be
making themselves more and more accessible to
cause-related marketing. A growing number of artists
such as Mariah Carey, Lauryn Hill, and Whitney Houston have gotten
involved with nonprofits, often through their managing agents. You
can contact organizations such as RADD (Recording Astists, Actors
and Athletes Against Drunx Driving} or the trade organization
RIAA (Recording Industry Association of America) to learn more.

According to Tony Phiflips of Persaud Brothers, today’s popular
music genres such as Hip Hop and Latin music are at their core
very upbeat and positive. S0 a pantnership with one of these types
of artists would be & logical fit for many nonprofits. Of course,
depending on the size and location of your organization, it may not
be practical to think along these iines. But if you're in a concerrated

Celebrities must have & credible connection with your cause.

------




Don't overloox influential young people who are akeaay involved in vour

organization as aither staff or voluntesrs.
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Marketing Partnerships

You may want to consider attempling to market yourseff in

pannership with a record company or artist. This makes

sense since both of you are reaching out to the same target

audience and have similar communications goals. The exact

amangements of a parnership would vary based on each
party's goals and strengths. Consider this potential division of
responsibilities between a nonprofit and a new record tabel:

+ Hurman resources. Your volunteers help them with their
promational campaigns such as tours, local everts, etc
They provide advertising space for you on they
materials from posters o brochures to CB inserts.
Budgets. The two of you may be able to pool your
resources and share budgets m multiple ways from
sharing public refations materials 10 secretanial saff
According to Phillips, the great thing about working
closely with emerging artists is that “they're used to the
shoestring budgets.” You may even pick up a few tricks
from them.

+ Joint Events. To the extent that your organization wants
to conduct events to fally young people in your
commundty, you could provide the crowd and the
cause, and your partner could provide the
entertainment. This type of event is a true "win/win"
situation. You get the added draw of the entertainment,
ang they get the valuable exposure 1o their
target market.

urban area and think there might be some appeal to working with
these types of spokespeople, it may be well worth considering.

Opinion Leaders
Of course, it's probably more realistic for many of you to think about
spokespeople who, while not nationally recognizable, are nonetheless
compeliing to the young people in your area. These people are what
for-profit organizations call the “opinion leaders.” They can be
invaluable 10 your cause.

The logic behind opinion leaders is that #t's nearly impossible
to attract all 18-24 year ofds to your cause. Knowing this, many

%, sophisticated marketers choose instead to get ther
’ - messages across (o influential young people.
The theory is that, if an influencer is using your
product — of 1S invoived with Or Suppoits your
cause — his peers will begin to ask him about it, and
eventually they (0o will seek you out.

S0 who are the opinion leaders and how do you find them? Not
surprisingly, it's much more of an ant than a science 1o tap into this
group. There are several oplions to consider. If you're located in a
college town. you can mine the focal universities for student leaders
such as athletes, politicians, musicians, and presidents of the student
clubs. You may find that someone on the faculty would be glad to
work with you 10 get the students involved in some type of outreach.
1t's also worth contacting other local college marketing companies.
They may be able and wiling to give you insights into the college
populations in your area.

Even if there are colleges nearby, you may want to tap into high
schood seniors. They're on the younger end of our target audience, but
those who plan to stay in the community could be great supporters for
your organization. At a minimum, they may be able to help you find
recent graduates who are active and respected in the community.

You may want 1o talk to the large
employers in your town (o get a
fist of recert new hires. These
folis, because theyTe newer
to the community, may not
have fully established
themselves as leaders. But
new entrants 10 a community
are often eager 10 meet new
people and can be a great source
of energy for you and your cause.

Finally, it's worth keeping track of young
local entrepreneurs who are “making i 0ig." Newly minted millionaires,
or just plan weatthy business people, generally like to speak out about
what they have learned. They also seem to want to share their wealth
with those who are iess fortunate. if you can get them involved, you
may have an interesting SpOkesperson 0pportunty.

And don't overlook influential young people who are already
involved in your organization as either staff or volunteers. Keep an eye
out for those young men and women who seem 10 exude charisma,




who serve as models of pehavior and style for
others their age. See if they are willing to help in

- gither recrulting other opinion leaders or by
serving as spokespeaple.

Once you find opinion keaders willing to e involved,
the goal is to educate them about your organization. ff you can get
them excited and engaged, encourage them to "tell two friends” as
part of your recruiting process. These young people can also serve
85 "volunteer role models”— something our volunteers told us was
important to them, Think of the power of having a small group of five
to 10 influermial young people spreading the message on your sehalf
This is what for-profit marketers have come to call "viral marketing,”
and it can be incredibly powerful for you.

Local Heroes
The other tack you can take is to feature as your spokespeople a
handiul of young local leaders who are already invoived in or
supporting your cause. The idea is to profile these folks and have
them speax about why they got involved, what they got out of i,
and why they are passionate about the cause. You can also provide
"snapshots” of what these individuals have achieved on behalf of
themselves and others. For example, did they teach a kid to play
basketball? Learn to manage a database? Motivate a group of
sixth graders?

The benefit of this approach is that it allows your organization
1o COMe acrass in 3 very personal way, and it showcases one
person’s passion for what she has done. it also celebrates “the little
victories” ~ the very simple things so many volunteers have
embraced as benefits of their involverment. If non-volunteers hear

TJ Leyden: MTV's Anti-hate
Spokesperson

individuals whose lives have been profoundly touched or
changed by the cause you support make excellent spokespeople.
We showed both our votunteer and non-volunteer groups a
series of public service announcements {PSAs) about such
things as drug prevertion, diversity, and activism. The PSA that
received the strongest response was an anti-hate commercial
from MTV. The spot featured T Leyden, a former neo-Naz
who spent 15 years "promoting hatred and intolerance,” but
who now works with the Museum of Tolerance in Los Angeles,
educating people about the “dangers of hate.” That this man
could be reformed was much more powerful and motivating
than any celebrity's lecture would have been.

these kinds of stories, they may well rethink their views on what
volurtteering is about and what they might "get back” if they give
some of their time.

Ensuring Spokespeopie Succeed

Maxe sure that your spokespeaple — whether celebnties, ordinary
pedole or opinion leadars — are comfortadle i that tole. For most
people, this means having the tools they need to sound and look
credible. Provide scripts or posiion papers of taiking ooints anout
your organization and 1ssues. Keep the sogkespeople up to date on
developments that affect your issues. Offer spokespeaple training in
which an expert helps them both craft and deliver your messages.
And always make sure your spoxespeople continue to fegl
appreciated and needed.

Choosing Vehicles to Reach Your Audience

Once you've created your message and chosen your spokespeople,
ft is important to develop a pian to ensure that the right people hear
that message loud and clear. This outreach step is one of the more
complex parts of the marketing process. Indeed, our advertising
agency experts told us that today's media decisions are getting
increasingly intricate.

The bottom line is that it's getting harder and harder to break
through to young people today. They are enthusiastic consumers of
the media, but they've got @ mind-boggling amay of choices to make
every time they visit a newsstand, flip on the TV, or
boot up their computers. And young people are
taking advantage of the variety being served up
to thern. In 1999, 18-24 years olds watched
an average of 27 howrs of television per week,
and spent almost 23 hours per week listening o
the radio, according to Mediamark Research Inc. Overall, research
suggests that radio and magazines are the two mot effective media
for reaching young people, possibly because they are portable and
this is such an active group. (See Appendix 4 for more on their
preierences and behavior with respect to TV programs, magazines,
and websites.)

Non-Traditional Media
According to the expents, you may want to hold off on using mass
media until later in your campaign - if you use it at all. The primary
reason for this, in addition to the expense, is that mass media is not a
good fit with the smal, intimate feel most nonprofits try to create for
their messages. It tends to feel shick and impersonal to young people
who are more likely 10 trust 3 message i it feels “homegrown.”

The more effective way (0 Start, in the words of Wieden &
Kenniedy's Claire Grossman, is 1o "Let young people touch, feel, and




emorace your idea. Your goal is to surround them with your
message. and create a sense of discovery. in order to do this. you
want to think of everything as a potential contact point. You're logking
10 connezt, connect, connect!”

All of that may sound good. but how do you put these ideas into
practice? There are several ways to come up with a non-traditional
media plan. One idea is to think about where young adults go in your
community when they have down time. Take your message to them
there. You could post your fiyers anywhere from school clubs t¢ hair
safons to coffee shops 1o ant gallenies to campus DOOKStores.

Also consider putting your message in unexpected places where
t's more likely to be noticed. These mught include posting fiyers at
Iocal events such as parties and shows, or recreational areas such as
skate parks and basketball courts. You can consider graffiti, or chalk
drawings on high-trafficked Sidewalks. You may even leverage a
parnership amangement to get your message orinted on CDs or video
games, both of which are popular with young people.

Symbols
You may want to consider using relevant symools o accessories to
convey your message. Your symbol may be your logo, or it can be
some other picture that you think has a meaningful connection to your
organization.

Symbols are very powerful among young people today. When
a new symbol first emerges on the scene, it often feels very
“underground” 35 consumers attempt to figure out what it is. Beyond
that. young people love the idea of feeling as if they have “the inside

Two symbols: WWID bracelets
and the AIDS ribbon

A Christian youth group in Holland, Mi read a book that
nspired them 1o live according to the question, “What would
Jesus do7” To remingd themselves of the concept, they began
wearing woven bracelets bearing the letters "WWJD." The
bracelets spread 1o the wider community and then throughout
the nation. Now WWJD bracelets. mugs, screensavers, 1-shirts,
CDs. pencils, and hats are available everywhere.

Similarly, the red AIDS ribbon, worn as a pin, was
introduced in the late 1980s by VISUAL AIDS, a New York-
based group. Lise of the pin grew through the late "80s into
the mid-90s as prominent celebrities wore them in support
of AIDS research. In 1993, i even appeared on a public
service postage stamg. Ulimately, it inspired the development
of the lavender ribbon showing support for battered women
and the biue ribbon in support of free speech on the Intemet.

scoop.” You may be abke to create that feeling by using & symbol
and perhaps getting opinion leaders to display or wear it on T-shirts,
jewelry, or even temporary tattoos.

What you're striving for here is the ever-powerful "word of
miouth” about your cause and your organization. Effective use of
non-tradisonal media can hetp get you stanted, and can helo you to
build a network of “volunteer mentors.”

Of course. you may decide that non-traditional media is just the
Starting point for your organization. If that's the case. there is 3 full
range of local and national media you may also wish o consider,
depending on your budget. There's also the aption of using the Web.

Local Media

TV, print, and radio are all viable local media atternatives. All three
options can De particularly powerful if you want to get your messages
out within your community. Talk to the program director at your local
cable access/public access TV station 1o see if you can tape a
program about your organization or get a Spokesperson on an
existing show. It's also worth considering tapping into college megdia.
Not oniy is it more targeted than most local media, it can also be
chegper and a more efficient use of your marketing dollars.

You might also consider doing presentations at local venues such
as school auditoriums or bookstores. Many communities have annual
job fairs or nonprofit fairs. These would provide an excellent opportunity
to showcase your organization and your cause. If nothing like this
exists, consider sponsoring your own fair. You could either get several
local groups 1o come and celebrate your cause, or share the planning
and expense with a few other nonprofit crganizations. You may even
be able to find a corporate sponsor of two to underwrite your efforts.

National Media

If you decide to broaden your scope and advertise nationally ~ which
makes sense if youe pan of a natonal network - you can consider
TV, print, radio, or direct mail. Each medium has its benefts and its
drawbacks. {See Appendix 3.)

“Your goal is to surround them with your message,
and create a sense of discovery. In order to do this,
you want to think of everything as a potential
contact point. You're looking to connect,
connect, connect!”

— Claire Grossman, Wieden & Kennedy.
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Tefevision can De a very powerful medium for reaching

young adults. Not only are they avid TV watchers, they are also _

a very visual generation, so TV ads tend to be interesting and &
engaging to them. The drawbacks are tat these are so many <.
choices of TV stations available to them that it is often difficult to
reach young oeopie i a strategic way without a major financial
commitment. There is also a great deal of competition for émited
public service airtime. The good news is that the options for
using TV continue to grow. in addition to the standard 15-and
30-second commercials, marketers can take advantage of:

* Cross Promotions. Some networks will encourage talk
show hosts or news anchors to tatk about your cause or
organization on-air if you buy advertising time with them. If
you can afford this option, it can give added emphasis to your
message. You might also want to discuss with the Community
Affairs or Public Service Cirector whether the station would be
wiling to collaborate with you on a public service campaign.
This could be done successfully by fiteraCy organizations, for
example. The nonprofit hetps the station develop public
service announcemerts (FSAS), news stories and other
programming encouraging fiteracy in the community. The
station promotes the nonprofit's messages and even collects
books at the TV stabon for the literacy organization. The TV
station benefits by panicipating in a campaign to improve the
community, and the nonprofit gets a lot of free airtime.
Product Placement. Many organizations have spread the word
by “seeding” their products or symbols with well-known
celetrities who wear them on TV, serving as opinion eaders
on a massive scale. Examples of these products include the
AIDS bracelet and the breast cancer ribbon, both of which
have given their causes enarmous recognition.

Public Relanons. There is a growing trend toward devoting
tefevision episodes 1o cause-related topics. "Bevety Hills,
80210." one of the perennially popular shows targeted at
young people, hias become known for incorporating “causes”
and morals into its storylines. At the end of the show - if @
topic like teen pregnancy has been featured - one of the
show’s characters explains the topic and provides
viewers with a number to call for more
infarmation. This can be one of the most
powerful ways to get your message across.
Viewers gel the “one-two punch” of seeing
Your cause woven into a storyiing, then
hearing a popular actor of agress &
encourage them to get invoived. There has
been a recent surge in the number of TV
programs aimed at 18-24 year olds, paniculary

2 0n the WB and Fox networks. You might want to check them

out to see which might lend themselves to storyiines about
YOur cause.

Magazines
Magazines are another viadle option, afthough an incredioly complex
one. given the wide aray of magazines aimed & young peogle,
As detailed in Appendix 4, young people today enjoy access 1o a
broad range of magazine tilles, covering topics ranging from music
to fitness to automobiles. The advantage of print, in addition to its
niche marketing, is that it can be saved, re-read, and shared with
others. And. unlike TV and radio. you are given more space to
convey longer and more complex messages.

Which magazines you choose to advertise in depends on the
types of young people you are targeting. if you are looking for sports
enthusiasts 10 help coach Little League or serve as mentors to young
athletes, you may wanit to consider magazines directed at active
people. sports fans, or athletes.

If your goal is to spread the word as rapidly as possible, you'l
probably want to emphasize mainstream magazines with larger
circulations such as Allure, Mademoiselle or Rolling Stone.
Atternatively, you may want to opt for more targeted magazines,
in hopes of reaching a more spedific group of young people with
Spedific interests refated 10 your cause.

In addition to using advetising or public service announcements
in magazines, which might cany a profibitive cost for some, wiite to
the Articles Editor with a story idea in the hopes that an article will be
written about your organization or the work you do. Or, better yet, see
if one of your opinion leaders will write an article about why she is
involved as a volunteer in your organization, and submit it to a
national publication.

The other thing you may wish to take advartage of is the latest
print trend: "magalogues.” These combination magazine/catalogs are
extremely popular with young people today. A number of marketers,
inciuding Delia's and Abercrombie & Fitch, have generated loyal
followings of young people with their engaging, creatively designed

publications. While magalogues are a fairly new medium for
advertising {Moxie Girl and Alloy are two of the very few
actively soficiting advertisers at the moment), they
can be an excellert, unigue way to reach your

target audience.

Newspaper
Since newspaper readership tends to skew

older than 18-24, it is not lixely that you wil
reach a large proportion of young people using
newspapers. Consider altemnative newspapers and



cotiege newspaoers, and take advantage of the opoonunities
they present for both advertising and editonial coverage.
18-24 year olds are much more likely to read the
online versions of newspapers, S0 your best
news-refated opportunity might lie online,

Radio
Radio remains one of the best, most targeted ways
o reach young adults. Marketers of all sorts take
advantage of this relatively low-cost way to deliver their
messages, and young adults listen an average of almost 23 hours per
week. Plus, young people are more likely to identify with their radio
station than with other media outlets. The future of radio bears
watching, however, given the growing competition from the internet.
One of the hottest activities on the World Wide Web is
downloading music from sites such as the increasingly famous
“MP3.com." According to Youth intelligence’s Cassandra Report (Nov.
1998}, 3 youth trend tracking study, only 6% of "mainstream” kids
downloaded music from the Web in the past month, while 25% of
“rendsetters” did — indicating a fisng trend, Trendsetters were selected
based on their progressive and experimental atttudes and behaviors.
Young people are also Huzzing about creating their own
customized listening stations on the Web. Emerging technalogy will
simply ask them to complete surveys on their listening habits, then
deliver tailored music mixes along with local news and weather.

Direct Mail

Moving beyond the traditional mass media, an increasing number of
marketers have begun to include mail as a more "direct” component
of their marketing plans. Direct mail offers several advantages over its
sister media. First, mail can often be a more effective means of
debvering complex messages. To the extent that you want to convey
extensive information about your cause, your organization and what
you stand for, you may decide that a letter is the best way to go. You
can also use mai to provide quotes from volunteers. pictures of recent
events, and even calendars highlighting upcoming gatherings.

Mail is atso the most targeted means of reaching your
consumer. Once you've got a clear profife of the type of person you
want 1o attract, you can work with any one of a number of vendors
who wilt sefl you a targeted mailing list. You may also be able to
coordinate trades with vendors who are interested in your maiing list.

The other nice thing about mail is that, as peopie respond o your
mailings, you can create a database of responsive volunteers. This
database can become an invaluable marketing tool for you, as it wil
give you a pool of people to communicate with about upcoming
events and news about your organization. It will also allow you to
develop a proiile of the type of person who is most likely (o be

FESDONSIVE 1D YGUr CRISE.
Finally, mail is a flextole mediur because i ofiers you a
broad array of options. If your message is short, o your
budget limited, you may wish 10 consider a simple
postcard. This wil save you money on both production
and postage. If you have more to say. you can go for a
" letter. And. for your ongoing volunteers, you can send a
¢ monthly newsietter containing useful tips and interesting
news. Your options are limited only by your creativity when it
comes 10 mail.
There are 3 few other drawbacks to keep in mind when it comes
to direct mail. Perhags the biggest challenge is that young adults are
typicalty a transient group. Whether moving in and out of college or
simply foiowing jobs to new cities, they often move around more
frequently than other segments of the population.

The other issue is that Americans are becoming increasingly tired
of the onslaught of mail they find arniving at their doors each day. As
a result, direct mail marketers often find themselves struggling to
achieve response rates of 1 to 2%. Stil. 1% can be enough to get
you started. And, as you leam more about which consumers respond,
you may be able to improve your response rate.

The Internet
Last, but cenainly not least, is the Internel. While it's stil an emerging
medium, e WeDb has already become well known as an effective tool
for reaching consumers, particularty young pegple. According to the
census, 32% of 18-24 year olds cumently use the Internet — that's
almost 8 million ysers — compared to only 22% of the adult
population that is orline. And young people trust the Web more than
newspapers or TV, according to Project Vote Smart.

The Web - specifically e-mail — tends to be one of the best ways
to communicate with young people over time. Uniike physical
addresses, Web addresses are portable and young pecple tend to
keep the same e-mail addresses even as they move around. Also,
young people have become accustomed to checking their e-mail
DOxes on 3 reqular basis, o your message is likely to get to them
relatively quickly.

Keep in mind that, just a5 young peonle are sensitive anout
receiving too much mait in their physical boxes. they are also
unhappy about receiving an overabundance of unsolicited e-mail
or "spam.”

The Web can create, in the words of Kristin Volk
of Arnold Communications, “an amazing sense
of community. Anyone ¢an have a voice there
- and that's a powerul thing.” Whether
flocking to youth-targeted community Sites of
spreading the word through chat rooms, young




"Young people seem 16 feel as if some sites hava actually become thair sites
Thigy have almost an emotional attachment to them

- Kristin Volk, Arnold Communications.

peaple are looking high and tow to find each othes’s opinions
ontne. This, according to Volk. “can make the Web feef very
personal. Young people seem to fee! as if some sites have
actually becorme ‘their” sites. They have almost an emotional
attachment to them.”

The Web is unique in its ability to provide volunteers with a
sense of instant gratification. By enabling them to quickly gather
information that once would have taken much more time and
legwork, the Web has become a vital resource to young adults.

CASE STUDY: United Students

Against Sweatshops

In 1997, summer interns at UNITE! (Union of Neediewark,
industriai & Textile Employees) reatized that a great deal of
colege merchandise was being produced in sweatshops.

Via e-mail, they brought the issue to the attention of activist
students at colleges across the country. Studets began
demanding that their universities adopt Codes of Conduct to
fegulate the behavior of their manufacturers. In July 1998,
students came together for a conference. It was there that
they formed a nationd coalition, United Students Against
Sweatshops (USAS), which is cumrently active on 30 college
campuses. In the past year, Duxe and Brown Liniversities have
enacted Codes of Conduct, and the Collegiate Licensing
Company has created a "Leadership Group.” composed of ten
representatives from member institutions o draft a Code and
institute: a system of independent momitoring,

For more information, see
http://home.sprintmail.com/~jefinkari/SAS/index.html

...............................................................................................................
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The Web allows young people to provide instant feedback or
input to the organizations with which they choose to
interact onling. This ability to offer near real-time feedback
seems to work well with the nonprofit world. Potential

volurteers can use the Web to ask questions. chat with other
volurteers, and offer their input about causes they're thinking of

supporting—all with a few strokes of the keyboard. As the Universty of

Hinois’ Tom Shields noted, “You can send a letter to your

Congressman within a minute. It's just so easy to get involved.”

S0 how can your organization tap into the power of the internet?

At a minimum, it's worth considering e-mail as a distribution channel

for information about your cause. Consider setting up a listserv, which

is an online discussion group. Messages sent to the listserv are
automatically distributed 10 all participants in the group. While the
discussions don't take place in “real time,” many listserv participants
find the discussions to be passionate and informative,

You may also wish to create a Web site for your organization,

if you haven't already done so. You should be able to find 3 focal

WeD design firm, or university student, who ¢an help you “hang a

shingle” online.

Your website can be as bare bones or as extensive as you want

il to be. At a minimurn, you' want to include information about your

organization, its founders, your mission, a calendar of events, and

contact information for thase who want to leam more. You could

also consider including pictures from recent events, profiles of

your current volurteer staff, chat rooms, or an e-mail “question

and answes” service. In order to draw young people to your site,

you may also want to link the site to other youth-oriemted sites

and communiies.

The most important thing to remember is that, for all of the

Web's glofies, no computer is a substitute for human contact,

The Wed should complement your personal interactions with

volunteers and potertial volunteers, it must not replace them, After

all. volunteering is all about connections for young people. Forging
those connections should be your most imponant recrutting qoal.



ways to do this:

Using This information:

Putting the pieces of this
communications puzzle tagether
can be challenging. Sorting
through the various media,
figuring out tow to combine
free and paid media, and
working out ways 10 do all of

this economically may require the
help of a professional. There are several

» If you have a good college or university in your communty,
Set up an appointment with the head of the marketing or
communications department. Ask if your organization could
become a project for a group of students or for the entire
class. Many nonprofits have benefited from free marketing or
Ccommunications plans, stuational analyses, and even focus
group information provided by college classes. Similarly,
if there is a video production class, you may get a free
high-quaity public service announcement produced for you.

« Consider asking an advertising of public relations executive to
serve on an agwvisory committee of on the Board of your
organization. You don't want to take advantage of this
person’s expeftise, but most Board members are willing to do
some pro bono work if they are believers in your cause.

+ Consult with an advertising of public refations agency on how
to build synergy among all the available media vehicles. To
find 3 good agency, contact your local Ad Club. Ask for an
agency thal has worked with organizations with budgets,
target audiences and goals similar to yours. Call those
organizations to find out if the agency's work was truly
beneficial. Ask to see examples of the agency's work, and

- NOTES -

gquantifiadle outcomes of their campaigns. Know that agencies
charge a great deat of money for thewr work, and the good
ones are worth it. You can try negotiating for reduced rates,
and many agencies offer special nondrofit rates. You can also
ask if the agency is wiling to donate some of its time if you
pay for most of it. But make sure that both your budget and
expectations are regiistic defore you infiate talks with agencies.

Conclusion

We hope you are excited, rather than overwhelmed, by the myniad
possibilities presented in this manual. There has never Deen a better
time to begin, with a fresh new outiook, planning ways (o cullivate
young aduks as fifelong volunteers.

Young adults are & prime target for involvement in the vital work
nonprofits are doing in communities across the country. They are
being bombarded with often confusing messages about opportunities
for amassing great wealth. about growing social problems such as
poverty, lack of adequate health insurance and increasing violence,
and about politics.

it is entirely possible for nonprofit organizations of all sizes to cut

through the clutter with targeted messages for getting young adults
involved in causes and organizations that are meaningful to them,
Using the tools and strategies included in the manual wil help you

cceed in engaging young adults as fifefong volumeers. Maybe your
organization needs to change several things; maybe you don't need to
change much at ak, but the important thing is o get started thinking
abow where you currently stand with 18-24 year olds, where you'd
like 1o be, and how you'e going to get there.

We leave you with the words of anthropologist Margaret Mead. a
woman from the past whose vision was always toward the future:
"Never doubt that a small groun of thoughtful, committed citizens can
change the world; indeed. it's the only thing that ever does.”

iy,
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APPENDIX 1: METHODOLOGY

We consuted rumentus Sources for s siudy I summary, we reled Lpon

» AN extensve cokecton o reseat on markeng 10 young adUes and ther oS
10 003 55UES {See Bibograpty for mere detais).

+ Treroutd 17 "egets fom 10 aganzawns who have marketed 10 young adulss in
\anous canactes (10 n-deoth imervews): a0d pamary reseath wih our e
consumes fs focus grouns conducted wih volurieers and paental voluneers n
Sununan New ersey and Cleveiznd)

APPENDIX 2: REACTIONS TO POSITIONING STATEMENTS

These staiements were shown 10 18-25 year ol volunteers and “imerested non-
volunieers” in focus groups (o find which were the most motvating and compalng to them

1. By getung invoived with social issues, | am improving my resume and
deveoping skills. impraving my chances of gettng a good fob later.

2 By gening invoived in socia! causes. | can meet people wilh similar
mierests, find friends and maybe even find a boyfiend/girifriend.

3. By getting involved with social issues, | am getbng expenence that will heip
me bukd my ife in the fulwre.

4. Getng involved in social causes 15 pan of becoming a responsibie member
of society

5 s better 1o do hands-on work for 3 social cause rather than doing 2
fundraiser for the cause.

6. I's etter 1o do hands-on work for a spoal cause than gve money o the cause

7. Geting invoived with a social cause is part of wha | am and expresses my
individualty.

8. Volumeensm is a value that we all should have

9. Ineed to see the results of my efforts in volumteering.

10.Voluneenng enaties me 1o Use my personal strengtns and skils m new ways

11} feet | should be rewarded and recognized for doing voluteer work

12 Fwant the organization | help to listen to my feedback about how things
shoukd be run.

13 Volunteering sn't for everyone; anly a core group gets invohved,

14 1 volunteer when ¥'m older and my [fe 15 more stable — it's oo dificutt to
volunteer right now

151 dont know whese to go to get Started volunieenng

16 Volunteering has to fit my schedule and time consiraints.

7.1t makes me feel good 10 help others

18.I'm pan of something bigger than ryself when { volunteer.

19 ) don't get invoived with Social issues, who wil'?

201 have deen torwnate n life and | would like 1o gve 1o others who are less
fortunate.

21 By getung involved in 8 social cause. | know { can't change the world, but |
might be: able 1o make a small difference in someone else's ife.

OVERALL COMMENTS

« Respondents “voled” for al the “nght"/acceptabie things. but the statements
they lked were often nconsistent with their feal attitudes and actions.

»  Non-volumeers tended to be more cynical in their respanses.

+ Volunteers were not affaid to admil what they get out of voiunteenng

UKES (TOP THREE of the 21 STATEMENTS)

1 By geting nvoived in a social cause, ! knaw hat | can't change the worid, but |
migtt be able 1o make a smafl diference in someone else’s ffe
Volunteers:

- I everyone had 10 change the word, we'd never ge! staned.

- If you ddn't thunk 1115, you.: would get flustered.

- | dont nave to change the world — I'm madivated Dy just the smile

- Realty 15, you Can't change everything nghi away.

- Can't look for nstant rewards — just have FAITH

- This is 2 MOTIVATING staterment — gives them permission to

try — without worrying about failure

Mon-volunteers:
- No comments

fogeat

2. h makes me feei good 1o help athers

Volumeers
- "Just a fact"/the bamic regson you volumeer
- "It's important to feel good by Just Showing up!”
- Making you feel good 's an end product of making others feel cood
- Like the tangible rewards (paint 2 house. kids get better grades, exc )
- Seems fike a motvatona Salement.

Non-volumeers
- Ths speaks o the idea of “doing i from the heart.”
- Makes them feel fike their mtentions are pure.
- Makes them feel warm and fuzzy.

3. 1have been fortunate in life and would like t give 10 others who are less fortunate
Volumeers

- Tney or their famekes often had overcome personal hardships — so

value what they have today.

- Parents who were immigrants

- Coursn with cerebral palsy

- Don' take thei fortunes for grantad. given what they ve Seen oters go through.

- Their expenences ofien influence therr favonte causes

- Homeless/memaly il father =+ wans to help build shefters

- Girt who was stalked = wanted to stop athers from same faie

Non-volurteers. No comment

DISLIKES (BOTTOM 4 of the 21 STATEMENTS)

1 |feel | shoukd be rewarded and recognized for doing volunteer work,
Yolurteers:
- ¥ you go imo volunteering EXPECTING rewands, you'll stop
volunleering very quickly.
- All they expect is 1o be Ireated poitely, have things explained to
them, be weicomed
- Yolunteenng 1S ke taking a chance without knowing what | wilt get in retum.

Non-Volunteers:
- Overall, more upsed by this than volunteers
- Fee! volunteers need recognition/nave a "holier than thou” atliude.
- This 15 an easy way out for peopie 0 say "this is wiy | don't do it.”
- Being recognzed "defeats the whale purpose!” You do i to help
peope. not to de thanked
- f you reward peogie, they ! vaumteer for all the wrong feasons.

2. By gering involved in Sociaf causes. § can meet people with similar imerests, find
friends, and maybe even find a boyfriend/girtfriend.
- No comments by voluneers
- Several respandents mentioned tfis as & reason for votunieering:
however, they may nave falt uncomionable agreeing (o the phrase

3. Ineed 1o see the results of my efforts in voiunteering.
- No commertts by volumeers
- As above, thrs came up in conversation, but respondents were
unwilling 1o admit (o it when they were reacting to the statements

4. Il volunteer when I'm okder and my ife 5 more Stable - it's too difficult 1o
volnteer rignt now
Voiumeers

- No comments

Non-Volunieers
- This 15 the time, if ever the time, 10 volunteer,
- Life wil anly get more dfficutt. e.g. with familes, kids, et



APPENDIX 3: PROS & CONS OF MEDIA VEHICLES Merose Pce! 180

St Harver Show N
MEDIUM PROS CONS Satrinz ine Teenaga Wieh 17t
Frends 62
w * Reach iagest mass auderice « Expensve Aly McBey 155
ggm:g‘s + Reing chtes Just Shoot M2 185
. mpactintusveness » Netwarks often requse -
- Gets Song viewer Stemon commimments up front Magazines - by Genre
= Can show restthe * Long B! tme for producton Gexe e
SLAONS — SHEsound/ manon - Bidal Magaznies 213
Must Magaznes %68
Rkadio « Highly targeted — stabon format -« Divded istener atlenton Baby Magamnes 238
allows 1o reach spechic group = No vesual cues o identificaion Women's Fashion Magazres 232
« High frequency - Listeners hear + Reach Imeed group EntertanmenPeriomng
Messagqes often A Magaznes 20
+ Flexibe — can change copy Fitness Magames 0
* Short lead ome Automaive Magames 191
+ Low producton cast Men's Magazres 166
Magazines « Unguely aliows to segmen « Readers comrok ther ad m;m% ]l;i
fackets demogaphicaty and  -exposwre and cangrore - Seomelich N 125
psycnographecaty © Tampekn - Ton-Tsve : +tech Magaznes
+ Aliows 10 comMunica® the most ¢ Skow reach buid ilagazines - by Title
intormation—ad can ba stidied « Redarvety inefficert for fegional use Ik Ingex
-t lesure ~ Lang lead time — dificult o expliok ™ 437
+ Ciegibityfmpliedt endorsement tmg aspects (&g funa Spn 305
of pubbcaton famermood eiated 8d the week of Are 382
 High resach potental Father's Day) Ve 179
Teen 3
Newspapers « Extremety short iead tme « Non-mtusve Sevenoen U2
+ Locaty-gengraphicaly argeied  « Amid great deal Of chittey Madamosele 327
» High focal reach potential + Shart advertising e cyce Modern &ride 320
« Tmeinesyimmedacy » Presumed lack of areave Rolng Store 315
+ Aliows 0 communicate 3 great oppertunibes for "emotonal” WWF Magazine 10
deal of mormatan campagns Baby Tak x7
* Low quality reprogucton Clamour 268
intamet + Relatvely mexpensive + Bamers have short Wespan; need o | BYES %7
« Highly targesed . produce new wark afien Ele 266
» Hgh accountabifty/easy o rack  +No fraized standards; very tid Voge &1
+ Can reach targets giotally medum fiis can 350 be postve) GG 230
' Musce & Faness 244
rahonaly, o locally _
« Ietexactve-an colect infarmaton . Amercan Baty Bl
from the: banner of rom a ik, . . :
short drect response cyce - Radio - by Format

Time spent fistening to the radio, i hours, 1988 22 hours, 45 mimes per week

APPENDIX 4: MEDIA HABITS {2 days); § bours, 15 minutes per weekend

Signficant Programs. Formats, Magaznes and Actvies for 18-24 Year Oids iﬂﬂ Rock %
Time spent Aterrave 26
TV per veeek s hears), 1996: AN1S-24  Menif-24 Women18-2 Cortemporary it RadyRock 751
- 25 183 2y Urban Contemporary 250
TV Show - By Genre , AORIProgesswe Rock 4
e o Ingex” Spansh 37
Stuaton Comedies- Primetrme 148 Chassic Rock 147
Dayime Oramas 130 ,
Poice Docigkamas 120 mm_b’uﬁ?
Basketbalt Specas-Professionai 122 Usage Index
TV Show - Indexed by Program Mrasoft Network 13
" Index America Onie 149
Beverly His 90210 m sed Worl) Wide Web
Party of Fre PAX! n the Past Mont 1M
The Simpsans 230 Used Any Ontine Senvice 132
Dawson's (reek 223
Makcoim & Edde 203
Bay Meets World 20 Source: Meciamark Research inc., Spring 1999,
Kig of the Hi 197 “Af I s N NECA00N of s Much 3 pamcutar SN S IOt e T6-2: o gids; oo froen ehe avesage
Wayans Srothers 187 toPnsT T 20 age T8+, AN iicx of 100 Means that NG UM Gave o avisage SEGTEE. AR inden of 120 of
Jamie Foxx Show 188 her inicaes that the srous has a sndicantly SEeger sponsc than the averae.
Siger, Ssler 187
Buffy the Vamprre Siayer 183

L



Leisire - by Activity
Aty Idex
Anend Movees 2 Leas:

Once a Week 203
Bllargts/Pooi 87
Video Games 187
Attend] Moves 2-3 Times 2 Month 180
Collect Spors Tradey Cares 172
Go Danang 187
Attend Movies Unce a Morth 156
Go 1o Bars. Nt Cluts 154
Paintng Crawang 153
Aeng Ao Shows 148
Chess 144
Triva Games 2

Source: Simmons Market Research, Inc., Spring 1999,

APPENDIX 5: SUGGESTED MARKETING TEXTS FOR
NON-PROFITS

Assael. Henry. d i fiion
Linnoinpati: Seuth-Western Pumsnmg Company, 1998

Bonk. Kathy T ir

&_mmJossey Bass Inc., 1998

Godin, Setr. and Pepoers, Don. Permigsion Markeing: Turning Strapgers inlo
Eriengs _and Friends into Customers  New York: Siman & Schuster Trade, 1590

Kotker, Philip, and Andreasen, Aian.
Enulewood Ciffs, \J: Prentice Hall, 1987.

Peppers. Dos, ROQEﬁMama andDorfBot:Im_Qnmﬂne.Eeumnune
kit fot Jrmple 3 Marketing Program.  New York: Bartamn

Doubleday DeiJ 1998

Radtke, Janel M ‘

loCreaunga S Egﬁ] | Pian. New York: Wl!ey 1998

Stern. Gary J. Marketi

St. Paut Amherst H. Wikder Foundauon 1590
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